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CHAPTER 1: INTRODUCTION 
South Korea (hereafter referred to only as Korea) is one of the rapidly developing 
countries of the Pacific regions (Hamilton & Biggart, 1988). Korea has grown to become 
democratic and wealthy over the last 25 years. The rapid population growth of the core 
region such as Seoul, Pusan, and Taegu; the economic disparity between the rural and the 
urban areas; the value differences between generations; and the destruction of traditional 
customs are currently important social issues in Korea (Hong & Keith, 1992). 
Korea has been deeply influenced by Confucianism as well as by Buddhism and various 
folk religions. Among other religions of Korea were Christianity, Taoism and Shamanism 
(McCune, 1962). Confucianism contained an elaborate ideology of family support and duty 
and an equally elaborate ideology of statesmanship which for centuries was supported by the 
elites in Korean society (Hamilton & Biggart, 1988). Buddhism and Confucianism continue 
to be important, with the symbolism and values of each being key components of Korean 
modern life. Common patterns in Korean society were the importance of the family, obedience 
to authority, high rates ofliteracy, the desire to achieve, and the willingness to work hard 
(Hamilton & Biggart, 1988). Racial roots and human relationships were also very important 
to the Koreans and resulted in responsibilities to family as well as enduring networks of 
friendship linkages (McCune, 1962). 
Korea has been experiencing dramatic changes in socio-political value orientations 
throughout the Post-World War II period, primarily intergenerational change and rising levels 
of education. Korea's economic development has occurred within a highly traditional and 
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authoritarian culture, dominated by Confucianism, which emphasizes respect for elders and 
authority (Hong & Keith, 1992). Social values are changing from authoritarianism to 
libertarianism and from traditional to modem morality in Korean society (Lee, 1993). Lee 
(1993) found that younger and more educated people in Korean society tend to possess more 
modem, especially libertarian values and less traditional morals. 
As families became smaller, Koreans needed to save less money for children's 
education and participated in more extensive consumer spending (Bedeski, 1994, p.1 0 1). 
Consumer consumption or spending in Korea has grown at an alarming pace which has, in 
tum, moved imports to outpace exports (Newman, 1994). 
Consumer tastes in Korea have become increasingly westernized. Today most Korean 
women always wear western dress for all but ceremonial occasions. Young people in cities 
adopt the latest western styles advertised in US. and Korean fashion magazines (Lee & 
Burns,1993). Hafstrom, Chae, and Chung (1992) identified decision-making styles of young 
consumers in Korea to compare decision-making styles of Korean and US. consumers. The 
overall decision-making styles were similar. Korean young consumers were brand-conscious 
as well as fashion-conscious (Hafstrom, Chae, & Chung, 1992). Schrank, Sugawara and Kim 
(1982) found that Korean female college students' attitudes toward fashion were similar to 
attitudes of US. female college students. 
Korea was an important part of the world's culture in response to the new era of 
internationalization and liberalization. Traditionally endowed with optimistic and 
unpretentious aesthetic sensibilities, the Korean people were able to develop traditional 
cultures and arts which reflected but were distinctly different from those of China or Japan 
3 
(Cultural Policy Bureau, 1995). A characteristic of Korean art forms was the intermingling of 
the foreign with the familiar and the old with the new. Economic and political ties with 
western nations have brought South Koreans under the influence of western customs. South 
Korean artists now work with traditional themes and with various forms of western art 
(Brunkhorst, Fontana, Vinz, & Nagy, 1995a). 
These days Korea encourages creative people to come up with new products. 
President Kim Young Sam has made "globalization" his slogan, as have most Korean 
businesses (Mallaby, 1995). Until recently, Korean brands were barely known abroad, usually 
because they were sold under foreign labels. But now Korean firms are increasingly building 
their own brands. For example, Korean electronics makers such as Samsung, Lucky Goldstar, 
Daewoo, and Hyundai are struggling to succeed in America's vast consumer market 
(Awanohara, 1994). South Korean manufacturers are increasing their research and 
development (R & D) in recent years. In both marketing and R&D, the South Korean firms' 
strategy was to learn from foreigners (Mallaby, 1994). South Korea's industrial development 
has helped make it one of the fastest-growing economies in the world. 
As international media and travel experiences have become common in Korea, Korean 
people have adopted western lifestyle and thinking and moved away somewhat from Korean 
traditional ways. Through global media, global marketers or advertisers (such as U.S. and 
European) have sent their messages to developing countries, including Korea, based on an 
assumption that receivers' tastes were the same or similar as the senders'. However, global 
marketers must not overlook cultural differences between their countries and developing 
countries. 
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In this study, the responses of U.S. and Korean consumers toward global advertising 
were compared to explore whether their responses were similar or dissimilar. Apparel 
manufacturers currently position their U. S. and European-based ads in fashion magazines sold 
around the world. Is this an effective practice for apparel advertisers? 
Purpose 
The purpose of this study is to explore a) how cultural values, globalmindedness, 
travel and media experiences, fashion involvement, and perceived similarity to the model are 
related to U.S. and Korean college student responses toward global fashion ads and b) 
differences and similarities in consumer responses to global advertising of apparel products 
within the two different cultures. This study focuses on a research question that is new in the 
textiles and clothing field. It is a timely area for study as the U.S. apparel industry is currently 
expanding its markets beyond domestic borders and as Korea is a growing market for 
western-styled apparel. 
Definitions of Terms 
Ad attitude: predisposition to respond in a favorable or unfavorable manner to an advertising 
stimulus during exposure (Lutz, 1985, p. 46). 
Advertising: any product (good, service, idea) information disseminated by an identified 
sponsor through the paid media (phelps, 1993, p. 63). 
Attitude: an internal state of a person in which he or she responds evaluatively to an entity or 
attitude object on an affective, cognitive, or behavioral basis (Eagley & Chaiken, 1993, p. 1). 
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Brand attitude: predisposition to respond in a consistently favorable or unfavorable manner to 
a particular brand (Laczniak, McAlexander, & Olsen, 1994, p. 156). 
Culture: way of life of a people; the sum of learned behavior patterns, attitudes and material 
things characterizing life in the culture (McQuail, 1994, pp. 95-96). 
Fashion involvement: the perceived relevance of fashion products to individuals based on 
inherent needs, values and interests (Fairhurst, Good, & Gentry, 1989, p. 10-14). 
Global advertising: the advertising activities of any profit or nonprofit organization in more 
than one country (Krugman, Reid, Dunn, & Barnan, 1994, p. 571). 
Global consumers: consumers who are most often younger than 40, and all their lives have 
been absorbing other cultures than their own through media; they have two to three identities 
based on their traditional culture and the global village culture (van Rij, 1994). Global 
consumers have a central identity shaped by a traditional culture, but at the same time develop 
a global identity characterized by internalization of value of the right to consume and 
characteristics such as individualism, self-consciousness, search for self, self-reliance, 
optimism, outward friendliness, freedom, irreverence for authority, risk-taking, and future 
orientation (van Rij, 1994). 
Global media: media from an international media industry based on global corporate 
ownership (McQuail, 1994, p. 28). 
Global village: is a state of mind shaped through contact with international media (van Rij, 
1994). 
Globalization: the term globalization can be used to refer both to a historical process and to 
conceptual changes around the world. Globalization is defined as "the crystallization of the 
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entire world as a single place" and as the emergence of a "global-human condition" (Amason, 
1990, p. 220). 
Media: in advertising, any paid means of distributing or transmitting the advertising (Phelps, 
1993, p. 63). 
Standardization: keeping one or more of the three basic components ofa multinational 
advertising campaign--strategy, execution, language--the same (Duncan & Ramaprasad, 1995, 
p.55). 
Traditional: is a state of mind, varying with each culture, but having a tendency toward other-
centeredness, community/clan orientation, despair in accepting given lot in life, caution with 
strangers, acquiescence to authority, and living for the present (van Rij, 1994). 
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CHAPTER 2: LITERATURE REVIEW 
The literature review of conceptual areas related to this study included standardization 
of global ads of apparel products, globalization, cultural values, exposure to global media, 
fashion involvement, similarity of self to model, media involvement, global consumers, self-
concept, and effectiveness of advertising. Hypotheses for the study were generated based on 
issues in the literature. 
Standardized Global Ads of Apparel Products 
Miracle et al. (1989) found that international advertising was an important and 
pervasive communication vehicle that has become integral to modernization of the world. In 
sfandardized global advertising, one or more of the three basic components of a multinational 
advertising campaign--strategy, execution, or language--is kept the same for all countries 
(Duncan & Ramaprasad, 1995). Standardized delivery and content of advertising is 
commonly adopted in current global marketing campaigns (Cutler & Javalgi, 1992). 
Standardized ads are cheaper to produce and more quickly disseminated than ads adapted to 
localized contexts and cultures. 
In today's global environment, the development of advertising campaigns can be an 
especially difficult task for those firms that market their products on a worldwide basis. This 
difficulty arises because these firms are confronted with the decision of whether to standardize 
their ad campaigns across countries for easy distribution or to individualize their programs in 
every country. 
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Almost all global businesses are based in the U.S. or Europe, with a few in Japan. 
Global businesses send their campaigns of standardized ads to countries worldwide. 
Therefore, the flow of ideas for apparel images and design tends to be predominately from 
"west" to "east" or from industrialized to developing countries (Kanso, 1992). 
Standardized global advertising tends to contain fewer verbal infonnation cues and is 
based on image cues (Mooij, 1994). The same brand image is sent to global consumers 
worldwide. In addition, many products such as fashion, perfumes, and jewelry that change in 
style constantly may be easier to market internationally than culturally bound products like 
food (Mooij, 1994). Global brands of apparel products such as Calvin Klein, Benetton, and 
Ralph Lauren send the same messages around the world via magazines, billboards, and TV 
("Calvin Klein: Interview," 1993; Filman, 1991; "Ralph Lauren: Interview," 1993). 
Korean advertising of apparel products is becoming increasingly westernized. Caucasian 
models and celebrities, U.S. settings and artifacts, western-oriented advertising appeals, and 
English words are commonplace in advertising of Korean brand apparel products today. Is this 
an effective approach when marketing to Korean consumers? Would advertising with more 
Korean imagery be more effective in Korean society? 
Bourgery and Guimaraes (1993) contended that global marketers of every product should 
create ads based on simple and universal concepts communicated through strong visual images 
rather than infonnation cues. According to Firat (1992), the consumer in postmodern culture 
becomes less literate in the modern sense, that is, in reading into words and signs to connect, 
associate and discover the essence or center of things in order to achieve an understanding. 
Because the world has evolved into a visual culture, marketers must become as skillful in 
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influencing people's attitudes, feelings, and behavior through visual imagery as they have been 
through language. Bourgery and Guimaraes (1993) recommended that global marketers need to 
focus on how to determine whether concepts for products, not the products themselves, will 
cross borders among different cultures. 
Both U.S. and Korean subjects in this study are postmodern consumers as well as global 
consumers. Postmodern consumers were defined by Dornzal and Kernan (1993) as 
demographically young (born since WWII). Reasonably well-schooled, they are not 
impoverished and have a cosmopolitan outlook on life. Psychologically, they have a strong sense 
of self and a strong concern for bodily appearance. These postmodern consumers living 
throughout diverse cultures continually familiarize themselves with the images represented in 
standardized global ads in order to develop a recognition of new meanings, what is current, and 
what is "cool". 
The age of the global corporation has dawned, and the predominant strategy behind 
global marketing and advertising is to treat the entire world as if it were one homogeneous 
market. Multinational advertisers may not take into account the different cultural values and 
communication patterns in diverse countries. Opponents of standardized global strategy argue 
that the globalization of markets can only lead to a homogenization of needs and the 
destruction of social and cultural differences (Levitt, 1983). Pragmatic cultural theorists 
would argue that the homogenous approach is doomed to fail, as it ignores unique 
characteristics at the local level (van Rij, 1994). The controversy over the use of standardized 
versus localized advertising approaches may continue for decades. 
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Kanso (1992) found differences in attitudes toward standardization among advertising 
managers. Culturally-oriented managers tended to prefer the localized approach, while 
nonculturally-oriented managers preferred a standardized approach. Kanso (1992) concluded 
that " ... what is needed for successful international advertising is a global commitment to local 
vision" (p. 13). Mooij (1994) also said that " ... the best strategy is to 'think globally and act 
locally', which implied that the 'overall' strategy was worldwide, but that the details of the 
marketing strategy follows the specific characteristics and cultural differences of each 
country" (p. 85). 
Globalization 
Globalization is defined as " ... receptiveness to (and understanding of) cultures other 
than one's own, often as part of an appreciation of world socio-economic and ecological 
issues" (Tulloch, 1991, p. 133). More and more people are now involved with more than one 
culture. 
The globalization process produces both cultural homogeneity and cultural disorder. 
The image of the globe as a single place generates unity within which diversity can take place 
worldwide. Simultaneously, the intensity and rapidity oftoday's globalization has contributed 
to the sense that the world is a singular place which entails the proliferation of a new culture, a 
transnational culture that is oriented beyond national boundaries (Featherstone, 1990). 
Cultural unity and disorder will exist due to globalization. In this context, "disorder" means 
diversity in cultural values among different countries. For example, Eastern people have both 
Western and Eastern cultural values. Also Western people have both Eastern and Western 
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values. Both U. S. and Korean consumers--as global consumers--have globalmindedness, 
even if the degrees are different, through exposure to the world. Nevertheless, U.S. and 
Korean cultures are still substantially different. 
According to a reception model (McQuail, 1994), media messages are always open 
and 'polysemic' (having multiple meanings) and are interpreted according to the contextual 
situation and the cultural background of receivers. Differences between two different cultures 
are likely in responses to advertising. However, internationalization or globalization has been 
increasing worldwide as a result of dissemination of media and increased culture contacts due 
to international trade and travel (McQuail, 1994). Globalization has been encouraging 
convergence and homogenization of cultures. Therefore, there may be increasing similarities 
in consumer responses to global advertising across different cultures. 
Exposure to Global Media 
McQuail (1994) proposed that one of the trends of modern societies is the 
internationalization of media that creates new kinds of dependencies and reduction in 
autonomy. McQuail (1994) explained that new media technology leads to an information 
society characterized by predominance of information work, great volume of information 
flow, interactivity of relations, integration and convergence of activities, globalizing 
tendencies, and postmodern culture (characterized by ambiguity and ambivalence). According 
to these assumptions about the information society, we can generalize that the more exposure 
to global media on the part of an individual, the greater development of global ways of 
thinking--Le., globalmindedness or the extent to which a person is open-minded toward other 
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cultures. The researcher will examine relationships of exposure to global media with 
globalmindedness and consequences for effectiveness of global ads. 
McCracken (1988) contended that consumer goods have significance due to their 
ability to carry and communicate cultural meanings. Meaning is constantly flowing to and 
from its several locations in the social world, aided by the efforts of designers, producers, 
advertisers, and consumers. There is a trajectory to the movement of meaning, from a 
culturally constituted world, as understood by marketers, advertisers, retailers, and designers, 
and transferred to the consumer good. The meaning is then drawn from the object and 
transferred to the individual consumer who purchases the good. Standardized global 
advertising is one of the instruments of meaning movement across different countries. 
While McCracken (1988) did not consider global consumers in his perspective, this 
study explores how global consumers--U.S. and Korean consumers--receive meanings from 
standardized global ads and respond to ads. Differences between cultures may reveal how 
consumers act on information in ads to supply or transform the meanings in global 
advertisements. This active construction of meanings was not emphasized by McCracken 
(1988) in his one-way model of meaning transfer. 
Cultural Values 
It is essential to know the basic characteristics of both indigenous and globalized 
cultures of consumers in order to understand why and if people in different countries respond 
differently to advertising (Mooij, 1994). People in every culture have both collectivist and 
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individualist tendencies, but the relative emphasis is toward individualism in the West and 
toward collectivism in the East and South (Triandis, 1990). 
Taylor, Miracle, and Wilson (1993) compared the effectiveness of television 
commercials with varied levels of information content in the US. and Korea. US. subjects 
responded more favorably to commercials with high information levels than did Korean 
r~spondents. Perhaps, due to the individualistic nature of US. culture, direct forms of 
communication are common while in collectivistic Korean culture, indirect forms of 
communication have tended to be the norm. 
Other dimensions of cultural differences are masculinity-femininity and emotional 
control versus expressiveness. "Masculine" cultures emphasize getting the job done, 
achievement, progress, and advancement. "Feminine" cultures emphasize the quality of life, 
good relationships, nurturing, and concern for others (Triandis, 1990). Triandis noted 
similarity between masculine and individualistic behaviors and feminine and collectivist 
behaviors (1990, p. 51). 
Cultures also differ in the way they deal with emotions. In Asian cultures where 
people are expected to express mostly pleasant emotions, even in situations that are 
unpleasant, people control their emotions; in cultures like Southern Europe, where people are 
not expected to control their emotions, people often feel good about expressing themselves 
openly (Triandis, 1990). The results of these studies suggest that advertising strategies 
pertaining to information level should not be standardized across the US. and Korea. 
14 
Cultural values in Asia differ from those in the U.S. Frith and Frith (1989) contrasted 
Asian and U.S. values that shape behavior, communication, and decision-making. Asian, or 
Eastern, values consist of the foHowing: 
1. Euphemism or indirect discourse. 
2. Collectivism: A sense of "we" or belongingness to a group. 
3. Respect for authority: Vertical identification with authority figures. 
4. Fatalism: Fate or fortune are determined by luck, karma, the will of Allah, and so on. 
5. Intuitive problem-solving: Many Eastern languages rely on context for meaning. 
Often, it is not what is said that is important but how it is said. Intuition or reading of the 
implicit, therefore, becomes essential to understanding. 
These five values are to a greater or lesser extent characteristic of communication and social 
interaction in most Asian societies. 
U.S. or Western core values emphasize importance of: 
1. Direct discourse: Getting to the point, not mincing words. 
2. Individualism: Being one's self, self-reliance. 
3. Egalitarianism: Horizontal identification with class or one's peer group. 
4. Determinism: Fate is determined by effort. 
5. "Logical" problem-solving: Emphasizing linear processing of information. 
When discussing "culture", it is important to be specific as to whether it is "national 
culture" or "age culture". Global consumers are mostly younger than 40 years. They are part 
of a "global village" that is a state of mind. At the same time, the global consumer lives day 
by day in his or her traditional culture (van Rij, 1994). Global consumers hold some of East 
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and West or Asian and U.S. values simultaneously. Triandis (1990) said certain segments of 
cultural values converge over time. For example, individualism is spreading around the world. 
Students in Japan are more on the individualistic than the collectivist side (Triandis, 
Bontempo, Villareal, Asai, & Lucca, 1988). Subhash (1989) proposed that a standardization 
strategy is more effective if global consumers, not countries, are the basis for identifYing the 
segments to serve. 
Global media have influenced the relationships among people worldwide, resulting in 
global culture. For example, global advertising has developed global culture by packaging 
imagery and diffusing it through worldwide communication networks (Mooij, 1994). As 
globalization expands, powerful blocks of consumers emerge all over the world. Growth in 
multinational corporations, world federalism, computer technology, and global media have 
encouraged global consumerism. Multinational global advertisers may need to consider both 
traditional and global cultural values within global consumers and integrate traditional and 
global aspects in marketing strategies. 
Madsen (1996), a futurist, envisioned that global community values are changing from 
Western Liberalism to Asian Communitarianism. According to Madsen (1996), East Asian 
economies will be the dominant global economies for much of the 21st century. He 
contended that the greater the global political power the countries of East Asia have, the 
greater will be their cultural power. Influenced in a general way by Confucian moral 
traditions, East Asian societies have relatively stable families, strong commitments to 
education, and political cultures that under most circumstances encourage deference to 
authority. Madsen (1996) contended that these cultural values are particularly well adapted to 
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the forms of capitalism emerging at the end of the 20th century. Covey (1992) also 
emphasized that Eastern communitarianism values rather than Western liberalism will be 
needed especially for 21st century leadership. A mix of traditional and non-traditional values 
will be seen in global consumers in the coming millennia where Eastern communitarianism 
tempers Western independence and self-centeredness. 
Values have an influence on the effectiveness of communications (Engel, Blackwell, & 
Miniard, 1993) and shape the ways of behaving to obtain goals such as purchasing something 
(Rokeach, 1973). Values make people differ in their consumption patterns. Therefore, 
recognizing the different cultural values in different countries is important to global marketers 
and advertisers who send their messages worldwide. In this study, differences of cultural 
values between U.S. and Korean respondents will be explored. 
Other Variables 
Other variables are pertinent to this study and are explained for their relationships to 
consumer processing of apparel ads--media involvement, fashion involvement, and self-values 
as compared to image of the model in ads. Cultivation theory related to media involvement, 
social comparison theory, and similarity and attraction theory related to self-image are also 
examined. 
Media involvement 
Individuals develop dependency relationships with the media, in part because 
individuals are goal directed and some of their goals require access to resources controlled by 
the mass media (DeFleur & Ball-Rokeach, 1989). Among theories of media effects, the 
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cultivation approach of Gerbner (1973) remains one of the most documented and investigated. 
The theory's main premise is that television, among modem media, has acquired such a central 
place in daily life that it dominates our symbolic environment, substituting its message about 
reality for personal experience and other means of knowing about the world (McQuail, 1994). 
Gerbner (1973) contended that television is responsible for a major cultivating process, 
according to which people are exposed systematically to a selective view of society on almost 
every aspect oflife, a view which tends to shape their beliefs and values accordingly. 
Based on cultivation theory, some hypotheses can be proposed for this study related to 
media involvement. The more U.S. and Korean students read fashion magazines, the more 
their view of the world and self in it will be shaped by fashion magazines. As a result, they 
will want to look more like fashion models and will hold more positive attitudes toward global 
ads than do infrequent readers. 
McQuail (1994) suggested that local and more personal media help to support 
enduring cultural identities and cultural autonomy, while international media have more impact 
on superficial and short-term cultural phenomena such as fashion, style, and taste than on 
long-term cultural phenomena, cultural identity and cultural integrity. Global ads offashion 
goods may work well across countries. On the other hand, McQuail (1994) proposed that 
international media tend to not reinforce cultural identities and can threaten them. In this 
study, the effectiveness of global ads of apparel products will be examined as to whether they 
work well across nations. 
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Fashion involvement 
Zaichkowsky (1986) noted that involvement is a mediating variable in determining 
whether an advertisement is effective and relevant to a consumer. Involvement has major 
significance in understanding consumer attitude and behavior because it is a central motivation 
factor shaping processes of purchase decisions (Engel, Blackwell, & Miniard, 1993). 
Zaichkowsky (1985) defined involvement as "a person's perceived relevance of an object or 
product based on inherent needs, values, and interests" (p. 342). She developed a product 
free 20-item scale called the Personal Involvement Inventory (PH) which measures the 
attitudinal and motivational state of involvement. 
Fairhurst, Good, & Gentry (1989) noted that the concept of involvement has been 
identified by numerous researchers as a useful variable in explaining consumer behavior. They 
examined Zaichkowsky's PH with regard to its applicability as a valid measure of women's 
apparel fashion involvement in the area of fashion apparel. Their results indicated that the PH 
is both a reliable and valid measure of involvement with fashion apparel. Murry, Lastovicka, 
and Singh (1992) also found the PH to work well in measuring involvement levels for 
advertising. 
In this study, fashion involvement is an important variable to take into account as a 
mediation of responses to global apparel ads because it may be a central factor shaping U. S. 
and Korean consumers' involvement in the global ads. 
Self-concept 
Selfis defined as " ... the continuous cognitive and affective organization and 
reorganization of the experienced past, experiencing of present and anticipated future of the 
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organism" (Horrocks & Jackson, 1972, p.7). Burnard and Morrison (1992) contended that 
the self-concept was the more or less organized perceptual object resulting from present and 
past self-observation. 
The development of the self-concept is not simply internal but evolves in interaction 
with the environment, including the social environment (Ziller, 1990). Different self-concepts 
emerge within different environments and in different behavioral contexts, i.e., different 
cultures (Ziller, 1990). 
Mischel (1976) contended that a concept of self appeared to be a continuous mutual 
interaction between the individual and the conditions of his or her life. People are informed 
and influenced by their world. To make full sense of information processing, people must 
consider both the processor--themselves--and information. Mischel (1976) also thought 
knowledge did not come from "outside to inside" but "inside to outside". Therefore, we must 
know or perceive ourselves first when we interact with or evaluate our environment. Each 
person is potentially his or her own best assessor, engaged in the evaluation and interpretation 
of behavior as well as in its enactment (Mischel, 1976). In sum, based on these statements, a 
concept of self is necessary and must precede evaluation or interpretation of others and our 
environments. To evaluate models in ads, the perceiver compares the self to the models to 
construct meaning of the model and products advertised. 
In this study, how consumers compare themselves to the models in the ads and how 
these similarities between consumers and models impact the liking of models, attitude toward 
the ad, attitude toward brands, attitude toward products, and purchase intention will be 
explored. 
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Social comparison theory applied to self-image perception 
Festinger (1954) proposed that humans have a drive to evaluate themselves, and that 
they evaluate themselves by comparison with others. The theory also addressed how a 
person's perception of another person's attitudes or abilities was influenced by comparison 
with those of other persons. According to Festinger (1954), people seek to satisfY their need 
for self-evaluation through the use of social standards by comparing themselves with other 
people. Given a range of comparison persons, individuals will choose to compare themselves 
to others who are similar on a specified ability or opinion (Festinger, 1954~ Gruder, 1971). 
Brickman and Bullman (1977) emphasize the pervasiveness of social comparisons and 
maintain that social comparison is an almost inevitable element of social interaction, whether 
by means of competition, cooperation, discussion, or simply through observing others. The 
media provides a number of choices to use in social comparison. Consumers consciously or 
unconsciously compare their self-image to models' images in ads. 
Cash, Cash, and Butters (1983) applied a social comparison theory to assess the effect 
of exposure to women of varying levels of physical attractiveness on self-perceptions of 
physical attractiveness. Subjects who observed more attractive stimulus women reported 
significantly lower self-ratings on attractiveness than did subjects exposed to stimulus women 
who were not attractive. 
Using social comparison theory, Irving (1990) looked at the impact of exposure to 
slides of thin, average, and oversize models on the self-evaluations of 162 women exhibiting 
varying levels of self-reported bulimic symptoms. Exposure to thin models was related to 
lower self-evaluations regardless oflevel of bulimic symptoms. Women reporting high levels 
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of bulimic symptoms reported a greater amount of pressure to be thin coming from media, 
peers, and family than did women who reported lower levels of symptoms. Results suggested 
that media such as movies, television, and magazines have an impact on women's self-
evaluations regardless of their level of bulimic symptoms. Subjects exposed to thin fashion 
models were found to exhibit lower levels of self-esteem than subjects exposed to either 
average or oversize models. 
Self-image as compared to image of the models in ads 
Advertising presents an unrealistic or idealized picture of people and their lives. 
Consumers see idealized images in ads and consciously and unconsciously compare 
themselves with the idealized images (Richins, 1991). Perceived similarity, ideal or real, to a 
model should influence effectiveness of an ad (Oh & Jasper, 1995). 
Fashion model impact on self-esteem of ad viewer is the main focus of studies of self-
image and fashion ad processing. According to Percy and Lautman (1994), the ideal image 
for women has changed dramatically toward a thinner body due to relentless popular media 
depictions of women. The idealized images offered by today's media exaggerate slimness by 
presenting women whose figures are substantially smaller than the average woman's body. 
The vast majority of women in the U.S. do not seem to be happy with their figures; they 
would like to be slimmer (Percy & Lautman, 1994). 
Images of women, as presented in popular media and advertising, both reflect and 
influence the prevailing weight trend. Leone (1993) found that women exposed to slides of 
thin fashion models reported more negative body image thoughts and fewer positive body 
image thoughts and scored lower on measures of body satisfaction and overall self-esteem 
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than did women exposed to overweight fashion models. Leone (1993) also found in her study 
that women reporting higher levels of disordered eating behavior had more negative body 
image thoughts and decreases in body satisfaction and global self-esteem than women 
reporting lower levels of disordered eating behavior. 
Consumer's self-image therefore may be highly related to image of the model in the ad 
when they evaluate the ad. It is important to explore how consumers look at their self-image 
compared to the idealized model in global ads. Effectiveness of the ads in different countries 
is' dependent on the symbolic meanings culturally attached to products and images in the ads. 
Advertisement models probably influence meanings of the products they model. 
Similarity and attraction 
Similarity between persons on a variety of attributes, attitudes, values, personality, 
physical appearance, or behavior is assumed to be a determinant of interpersonal attraction 
(Byrne, 1971; Huston, 1974). Byrne (1971) has shown that ifpeople learn that a person's 
opinions on several issues are similar to his or her opinions, the more they like him or her. In 
other words, similarity results in liking and friendship (Griffin & Sparks, 1990). 
Examples of similarity factors associated with liking include age, religion and race, 
skills, smoking, and drinking behaviors (Baron & Byrne, 1994). For example, people tended 
to choose friends, lovers, and spouses who were similar to themselves in physical 
attractiveness (Baron & Byrne, 1994). 
Kandel (1978) investigated similarity on a variety of attributes such as 
sociodemographic, background characteristics, attitudes, and behaviors in a large sample of 
friendship pairs among high school boys and girls. He examined degree of similarity on a 
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variety of characteristics within real-life adolescent friendships. He concluded in his study that 
the most important attributes were those that define readily recognizable social groups (i.e., 
sex and race) and those that determine physical proximity (i.e., age and grade in school). 
Attributes that are visually self-evident, such as sex and race, are most important correlates of 
attraction and friendships. Similarity preceded and determined interpersonal attraction. 
Buckley (1983) examined the relationship between similarity in dress and attraction. Two 
hundred undergraduate students judged ten stimulus persons who were strangers on similarity 
between the dress worn by the stimulus person and the subjects' own usual dress. Two 
measures of attraction were also used: the extent the respondent predicted she would like the 
stranger and would enjoy working with the stranger on schoolwork. Buckley concluded that 
similarity in dress influences interpersonal attraction. 
Regarding similarity and attraction approaches in this study, U.S. and Korean students 
who perceive models in the global ads as more similar to themselves may evaluate models and 
ads more positively than will students who perceive models as less similar to themselves. 
Clothing worn by the models and other features of the models will shape assessments of 
similarity to self 
Hypotheses 
The following hypotheses were based on the review ofliterature concerning cultural 
values, globalmindedness, travel and media experiences, fashion involvement, similarity to the 
model, liking of model, attitude toward the ad, brand attitude, product attitude, purchase 
intentions, and affordability. The following hypotheses were developed to explore how 
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cultural values, globalmindedness, travel and media experiences, fashion involvement, and 
similarity to the model were related to responses toward the global ads among US. and 
Korean consumers. A primary goal was to examine whether US. and Korean consumers 
responded toward the global ads and models differently or similarly. 
u.s. vs. Korean consumer responses toward the global ads 
HI: There will be significant differences between US. and Korean students in evaluation of 
the global ads in terms of 
a) similarity to the model 
b) liking of the model 
c) ad attitude 
d) brand attitude 
e) product attitude 
f) purchase intentions 
Traditional vs. non-traditional value effects 
H2: Students holding more non-traditional values will be more positive toward the global 
ads of apparel products than will students with traditional values in terms of 
a) liking of the model 
b) ad attitude 
c) brand attitude 
d) product attitude 
e) purchase intentions 
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Similarity to the model and value 
H3: Students holding more non-traditional values will feel they are more similar to models 
than will students with traditional values. 
Similarity to the model and ad effectiveness 
H4: U.S. and Korean students who perceive models in the global ads as more similar to 
themselves will evaluate ads more positively than will students who perceive models 
less similar to themselves in terms of 
a) liking of the model 
b) ad attitude 
c) brand attitude 
d) product attitude 
e) purchase intentions 
Globalmindedness and ad effectiveness 
H5: U.S. and Korean students who have more globalmindedness will evaluate standardized 
global ads more positively than will students who have less globalmindedness in terms of 
a) similarity to the model 
b) liking of the model 
c) ad attitude 
d) brand attitude 
e) product attitude 
f) purchase intentions 
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Fashion involvement and similarity to the model 
H6: US. and Korean students who are more highly involved in fashion will feel more 
similar to models than will US. and Korean students who are less involved in fashion. 
Fashion involvement ad effectiveness 
H7: US. and Korean students who are more highly involved in fashion will evaluate the 
global ads more positively than will US. and Korean students who are less involved in 
fashion in terms of 
a) liking of model 
b) ad attitude 
c) brand attitude 
d) product attitude 
e) purchase intentions 
Travel and media experiences and ad effectiveness 
HS: US. and Korean students who have more exposure to global media will evaluate 
standardized global ads more positively than will students who have less exposure to 
global media in terms of 
a) similarity to the model 
b) liking of the model 
c) ad attitude 
d) brand attitude 
e) product attitude 
f) purchase intentions 
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CHAPTER 3: METHODS 
Quantitative approaches were developed to acquire understanding of US. and Korean 
female college students' responses toward global advertisements of apparel products. 
Measurement instruments were in English for the sample in the US. and in Korean for the 
sample in Korea. Procedures included development of stimuli and questionnaires, pretesting 
the instrument, sample selection and data collection, and data analysis. 
Instrument Development 
The instrument consisted of three booklets to collect data. The first booklet consisted 
of personal data questions concerning self-values (perception of one's own cultural values), 
globalmindedness, travel and media experiences, fashion involvement, and demographic 
characteristics. The second booklet, the ad portfolio, included six color-copied global ads as 
stimuli. Respondents rated each of the six ads on measures in the third booklet, titled "Ad 
Ratings." The three booklets are included in Appendix A. 
Stimuli 
The stimuli for this study were six ads of apparel products. A panel of judges, two 
Textiles and Clothing professors and one graduate student (two US. and one Korean citizen), 
selected six ads as stimuli out of 72 ads pre-selected from a number of magazines. The 72 
apparel ads were from current US. and European fashion magazines sold in Korea, such as 
Vogue, Elle, Harper's Bazaar, and Korean editions of Elle and Marie Claire. Issue dates 
were from December 1994 to March 1996. 
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The panel of judges selected standardized global ads or ads that appeared to be 
globalized ads using the following criterion: 
• Western setting or blank background 
• De-emphasis of verbal text; any wording was in English 
• Target market: female, young adult and apparel appropriate to female college student life 
style 
• One model in the ad 
• Equal number of conservative and fashion-forward ads 
• Ethnicity of the models appeared to be Caucasian or Asian 
Ads appeared in both U.S. and Korean editions of the magazines or were Korean 
brand ads that fit the above criteria. The six ads selected as stimuli included three current 
standardized global ads for CK Jeans (U.S. brand), Esprit (U.S. brand), and Benettoll (Italian 
brand), and three Korean brand ads that appeared western and globally standardized: System, 
Mook, and Otic. Four of the ads showed Caucasian models (CK Jeans, Esprit, System, and 
Mook) and two ads included models of Asian ethnicity (Benetton, Chinese model, and Otic, 
Korean model). 
The six global ads were color-copied, randomly ordered, labeled with a randomly 
assigned number for identification (Beyer, 1968), and inserted in ad portfolio booklets for 
each respondent. An example of the ad portfolio can be found in Appendix A. 
Questionnaire development 
Self values Existing measures of cultural values, comparing East and West or 
nontraditional and traditional characteristics, were not found. Therefore, an instrument was 
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developed to explore respondents' self-perceptions of their values and characteristics. The 
adjective and short phrase items tapped both Western and Eastern values or global village and 
traditional characteristics as identified by Frith & Frith (1989), Triandis (1990), and van Rij 
(1994) (See Table 3.1). 
Two other self-perception items, ''fashionable'' and "attractive", were added to the 
list. These twenty-nine items were randomly ordered and rated on a seven-point scale ranging 
from does not apply at all (1) to strongly applies (7) according to how much the statements 
applied to respondents. 
Table 3.1. Items measuring cultural values 
Eastern Value" 
Emotionally controlled 
Feminine 
ConformingC 
Get along with other 
peoplec 
Rely on luck and fate 
Traditionalb 
Concerned about others 
Cautious with strangers 
Safety-seeking 
Pessimistic 
ConformingC 
Get along with other 
peoplec 
Live for present 
Have strong family ties 
Get along with authority 
Global villageb 
Self-reliant 
Friendly 
Optimistic 
Self-centered 
Individualistic 
Outgoing 
Future-oriented 
Risk -taking 
Irreverent toward 
authority 
Like to be free 
Search for self 
Western Value" 
Self-determined 
Independent 
Masculine 
Emotionally expressive 
Note: a from Frith & Frith (1989) and Triandis (1990), bfrom van Rij (1994), crepeated item 
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Globalmindedness The questions concerning globalmindedness were developed to 
measure how much respondents were globally-minded, i. e., the degree of how much the 
respondent opens her mind or feelings toward other cultures rather than narrowly focuses on 
her own culture. The instrument included 12 items which were compiled from instruments 
used in previous studies of world minded ness (Sampson & Smith, 1957; Wiseman, Hammer, 
& Nishida, 1989). Each item was rated on a seven-point Likert-type scale ranging from 
strongly disagree (1) to strongly agree (7). 
Travel and media experiences The scales of this part of the questionnaire were 
based on a previous study which measured travel and media exposure (Yeh, 1995; Chen, 
1995). The first two questions measured the amount of international travel experience. The 
third question was designed to measure the weekly exposure to international topics on TV, 
radio, or newspapers. The fourth question measured the exposure to music videos on TV or 
on video per week. The fifth and the sixth questions measured the exposure to fashion 
magazines, i.e., the specific fashion magazines which a respondent looked at and the 
frequency of looking at fashion trends or topics in those magazines. The seventh and eighth 
questions measured the number of movies the respondent watched per month and the 
countries of origin of the films they watched. 
For the fifth question which measured exposure to fashion magazines, the lists of 
magazines were somewhat different between the US. version of the questionnaire and the 
Korean version; different fashion magazines are available in the two countries. However, 
some magazines such as Elle (US.), Vogue (US.), and Harper's Bazaar are distributed in 
both countries and were listed in both versions of the questionnaire (See Appendix A). 
31 
Fashion involvement Zaichkowsky's (1985) Personal Involvement Inventory (PH) 
has been used in many studies to measure involvement with products, with advertisements, 
and with purchase situations. Fairhurst, Good, & Gentry (1989) found the PH valid and 
reliable for measuring involvement in fashion. PH may be reliably reduced from twenty items 
to ten items in order to reduce redundancy (Zaichowsky, 1994). The instrument consisted of 
10 pairs of bipolar adjectives or semantic differential scales that measure a respondent's 
involvement or interest in fashion in clothing (See Table 3.2). Subjects were asked to rate 
these dimensions on 7-point bipolar scales. 
Table 3.2. Items from Zaichkowsky's Personal Involvement Inventory 
• Unimportant - Important 
• Uninteresting - Interesting 
• Irrelevant - Relevant 
• Means nothing to me - Means a lot to me 
• Worthless - Valuable 
• Unexciting - Exciting 
• Unappealing - Appealing 
• Mundane - Fascinating 
• Not needed - Needed 
• Not involving - Involving 
Demographic characteristics Respondents were asked for various information 
about themselves: age, gender, nationality, home-town, year in school, college, and major. In 
the U.S. version of the instrument, a question about gender was included because of the need 
to exclude male volunteers in the convenience samples. However, the question about gender 
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was omitted from the Korean version because the researcher collected data at a women's 
university. In the item measuring college of major the Korean version was somewhat different 
from the U.S. version because there were different college names between the two 
universities. 
Model's-values The items were exactly the same as the 29 items in the self values 
questionnaire. In this section respondents indicated how much they felt the word or phrase 
described the model depicted in the ad. Respondents rated the models on a seven-point Likert 
type scale ranging from does not apply at all (1) to strongly applies (7). 
Similarity to model An item was included to measure how much the respondents 
felt they were similar to the model in the ad. Respondents rated this dimension on a seven-
point bipolar scale with end points strongly dissimilar (1) and strongly similar (7) as bipolar 
adjectives. 
Liking of model Based on Gardner (1993), six items were developed to measure 
feelings toward the model in the ad. The following bipolar adjectives or phrases rated on 7-
point scales were selected for the instrument: bad/good, unpleasantlpleasant, 
unattractive/attractive, unappealing/appealing, I dislike the model/I like the model, and I 
won't try to look like the model/I will try to look like the model. 
Ad attitude Fifteen items have been previously found to be a reliable measure of ad 
attitude (Simpson, 1992; Kim, 1995; Yang, 1994). From these the following bipolar 
adjective pairs, rated on 7-point scales, were selected for the instrument: 
unpleasant/pleasant, unattractive/attractive, unappealing/appealing, dull/dynamic, 
unenjoyable/enjoyable, not fun to look at/fun to look at, boring/not boring, not 
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interesting/interesting, unfashionablelfashionable, makes me curious/does not make me 
curious, does not keep my attentionlkeeps my attention, I dislike the ad/I like the ad. 
Based on recommendations ofDornzal and Kernan (1993), two items, not 
understandable/understandable and not acceptable in my culture/acceptable in my culture, 
were developed to measure validity of stimuli selected as global advertisements in this study. 
The item, conservativelprovocative, was added as a validity check of one of the criterion 
standards for stimulus selection. 
Brand attitude Brand attitude was measured with seven-point bipolar adjective or 
phrase scales developed by Simpson (1992) and Kim (1995). The following items were 
selected for the instrument: bad/good, negative/positive, low qualitylhigh quality, and I 
dislike the brand/I like the brand. In addition, the researcher asked respondents if they could 
identify the country of origin of the brand in the ad. The following countries were listed: 
U.S., Great Britain, France, Italy, Taiwan, Korea, China, Hong Kong, Japan, and other. If the 
respondent thought the brand was from a country which was not in the list, the respondent 
could describe a country on the 'other' line. 
Product attitude Product attitude was measured with 7-point bipolar adjective or 
phrase scales used in previous studies (Simpson, 1992; Kim, 1995). Product attitude was 
assessed with the terms low qualitylhigh quality, useless/useful, unfavorablelfavorable, 
disagreeable/agreeable, and I dislike the outfit/I like the outfit. 
Purchase intentions Respondents were asked how likely they would be to buy any 
of the clothing, shoes, or accessories shown in the ad within the next half year. This question 
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was measured with two bipolar semantic differential scales, unlikely/likely and 
impossible/possible, used previously by Simpson (1992) and Kim (1995). 
AfTordability Respondents were asked if they could afford the outfit pictured in the 
ad. Respondents rated this dimension on a seven-point bipolar scale with end points strongly 
disagree (1) and strongly agree (7) as bipolar adjectives. 
Translation into Korean 
Five Iowa State University Textiles and Clothing graduate students, all native 
Koreans, worked together to translate the U.S. version of the instrument from English to 
Korean. The Korean version was revised three times to improve ease of understanding, 
wording, and formatting. The Korean version of the instrument was pretested on two Korean 
female students attending Iowa State University. The pretest subjects were asked to make 
notes concerning questions or confusion about the items they were answering. The 
questionnaire was revised accordingly for the final questionnaire. Wherever possible, the 
format, content, and meaning of the Korean version was identical to the U.S. version, except 
for translation into Korean. The Korean version of the instruments is shown in Appendix B. 
Pretest 
The instrument was pretested to determine how many stimuli could be rated in a 30- to 
40-minute time period. The pretest subjects were three graduate-level female Korean and 
U.S. students at Iowa State University. According to the pretest timing from three graduate 
students, the researcher decided to include six ads as stimuli. 
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The U.S. version of the instrument was pretested on one graduate student and five 
undergraduate students. The instrument was administered as planned for final data collection. 
The pretest subjects were asked to make notes concerning questions or confusion about the 
items they were answering. The questionnaire was revised accordingly for the final 
questionnaire. 
As described previously, the Korean version of the instrument was pretested on two 
Korean female students attending Iowa State University. Pretest subjects were senior level 
undergraduates. 
Sample 
The U.S. sample of this study included undergraduate female students (n = 153) of 
U.S. nationality who were attending Iowa State University. The Korean sample included 
undergraduate female students (n = 177) whose nationality was Korean and who were 
attending Ewha Womans University in Seoul, Korea. Both samples' ages ranged from 18 to 
29. A convenience sampling method was used by contacting instructors to ask for access to 
their classes. Subjects were students majoring in Textiles & Clothing, Journalism & Mass 
Communication, Marketing, Accounting, Human Development & Family Studies, Sociology, 
Music, Art & Design, Liberal Arts, Agriculture, English, Spanish, Computer Science, Sports 
Management, Statistics, Elementary Education, and other departments related to Engineering 
or Sciences and Humanities colleges. 
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Male students and female respondents older than 29 were eliminated from the sample. 
Respondents who were not U.S. citizens or Korean citizens were eliminated from the 
respective samples. 
Procedures 
In the U.S. 
The data were collected in four ways. The majority of the data was collected in a 
classroom setting. During class time the researcher explained briefly the purpose of the study 
and usage of the instrument. The three booklets with the personal data questionnaire, ad 
portfolio, and ad ratings were distributed to respondents in random order in class where the 
respondents filled out the instruments. Completion of the instrument took 25 to 45 minutes 
per person. 
The second method of collection involved distribution of instruments in classes. With 
instructor permission, the researcher explained the purpose of the study and instrument in the 
class and distributed instruments to volunteer participants. The volunteers took the 
instruments home and brought them back the next period of class time. The response rate of 
this method was around 60%. 
Third, the researcher met with respondents outside class on a volunteer basis at a time 
convenient for student and researcher. The researcher administered the instruments for each 
subject in a vacant classroom. 
In a fourth method, respondents were contacted in a campus restaurant, a lounge in a 
dormitory, sitting areas in campus buildings, and other public places on campus. The 
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researcher asked women who sat alone or looked not busy to participate in the study. If the 
respondents were willing to participate, the researcher gave them instruments and waited until 
their completion. If the respondents didn't complete the questionnaires at that time, they were 
asked to send the questionnaires to the researcher by campus mail. The script used for data 
collection in all four ways is in Appendix C. 
In Korea 
The researcher traveled to Seoul, Korea to collect data during spring classes. 
Convenience sampling was also used in Korea. Before arriving in Seoul, the researcher had 
contacted an instructor at Ewha Womans University to ask for access to her class for student 
respondents. During data collection in Korea, slides of the six ad stimuli were made and 
shown in one class rather than providing each student with her own ad portfolio; there were 
over 250 students in the class, making costs of producing portfolios prohibitive. Each ad slide 
was shown to all the respondents in the class simultaneously. 
Other respondents were contacted in a campus restaurant and in the Textiles & 
Clothing department office at Ewha Womans University. The researcher asked women who 
sat alone or looked not busy to participate in the study. If the respondents were willing to 
participate, the researcher gave them three booklets together including personal data 
questionnaire, ad portfolio (not slides in this case), and the ad ratings instrument and waited 
until they completed the questionnaire. 
38 
The Use of Human Subjects in Research 
Approval from the University Human Subjects Review Committee at Iowa State 
University was gained prior to pretesting and data collection (see Appendix G). The Human 
Subjects Review Committee ensured that the rights and welfare of the human subjects were 
protected, responses would be kept confidential, and no risks or discomforts were associated 
with the study. 
Data Analysis 
Factor analysis 
F or the purpose of data reduction, principle component factor analyses were 
conducted for the following measures: self-values, globalmindedness, fashion involvement, 
liking of model, attitude toward the ad, brand attitude, product attitude and purchase 
intentions. 
Factors were extracted using the principle components method with varimax rotation 
(SAS, 1985). The purpose of the factor analysis was to identifY the factor structure of the 
instrument and to summarize the information contained in a large number of variables into a 
small number offactors (Zikmund, 1991). Items loading 0.5 or higher in one factor were 
considered for interpreting the factors. Items loading .35 or higher on two or more factors 
were eliminated from factor interpretation and score construction. 
The numbers offactors were determined on the basis of the scree test (SAS, 1985). 
All factors also had eigenvalues greater than one and more than one highly loaded item. 
Factors also had to have meaningful combinations of highly loaded items. 
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Prior to factor analysis across U. S. and Korean samples, each factor analysis was 
conducted separately on the two cultural samples. When the item loading patterns for U.S. 
samples on each measure were similar to those of Korean samples, U.S. and Korean samples 
were pooled for final factor analyses. 
Factor analyses of the measures for rating the six ads--liking of model, ad attitude, 
brand attitude, and product attitude--were conducted on the six different ads separately across 
U.S. and Korean samples. Factor structures were similar across the six ads and two samples. 
Ad ratings were summed across the six ads. Factor structures of model's values ratings were 
not similar across models; model's values scores were therefore not summed into multi-item 
variables. 
Raw scores for high loading items in each factor were summed and used as multi-item 
scores in subsequent analyses. Cronbach's alpha, one measure of internal consistency, was 
used to test reliabilities for the combinations of multiple items in each factor variable. 
Self-Values Two factors were extracted from the 29-item self-values questionnaire 
pooled across U.S. and Korean samples. Factors were labeled Forward for the first factor and 
Relate for the second. The factor Forward included nine highly loaded items related to non-
traditional values (See table E.1, Appendix E). Item loadings ranged from .50 to .70. The 
factor explained 5.43 % of the total variance. The second factor Relate consisted of seven 
items related to traditional values (See table E.1, Appendix E). Factor loadings ranged from 
.61 to .71 explaining 4.33 % of the total variance. Three Relate items were eliminated from 
the score due to lack of similarity ofloading patterns across U.S. and Korean samples for 
these items. Cronbach's alpha for the two scores was .84 and .73 respectively. 
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Globalmindedness Six items of the original 12 items were retained in the single 
factor solution of attitude toward cultures or globalmindedness (See Table E.2, Appendix E). 
Factor loadings ranged from .51 to .66 and total percent of variance explained by the factor 
was 3.23%. Cronbach's alpha coefficient was .72. 
Fashion Involvement All ten items were highly loaded on one factor explaining 
6.94 % of the total variance (See Table E.3, Appendix E) of the fashion involvement measure. 
Factor loadings ranged from .77 to .89. Zaichkowsky's PH scale showed a high alpha 
(Cronbach's alpha = .95). 
Liking of Model One factor was extracted from the Liking of Model measure, 
explaining 4.61 % of the total variance. Communalities of the items ranged from .40 to .87. 
Factor loadings ranged from .63 to .93 (See Table EA, Appendix E). All six items had strong 
correlations, ranging from .46 to .89. High reliability (Cronbach's alpha = .94) was obtained. 
Ad Attitude Twelve items of the original 15 items were retained in the single factor 
solution of Ad Attitude (See Table E.5, Appendix E). Factor loading ranged from .66 to .92, 
and total percent of variance explained was 9.02. A Cronbach's alpha coefficient of .96 was 
obtained. 
Brand Attitude Factor loadings of Brand Attitude items on the single factor 
solution were high for each item, ranging from .90 to .97, explaining 3.57 % of the total 
variance (See Table E.6, Appendix E). Correlations among the factor items ranged from. 79 
to .95. Cronbach's alpha coefficient was .96. 
Product Attitude Only one factor was developed from the five product attitude 
items, with item loadings ranging from .84 to .97 (See Table E.7, Appendix E). The factor 
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explained 4.2 % of the total variance. Communalities for the five items ranged from. 71 to 
.93. A Cronbach's alpha coefficient of .95 was obtained. 
Purchase Intentions Principle component factor analysis was not conducted for 
these measures because there were only two items for this variable. The two items were 
highly correlated with each other (r = .85,p < .0001). Cronbach's alpha coefficient was .93. 
Travel and Media Experiences Principle component factor analysis was not 
conducted for these multi-item measures whose scales were somewhat different from one 
another (See "Travel and Media Experiences" on Appendix A). Instead, items for travel and 
media experiences were summed to create a multi-item measure to assess whether the 
exposure to global media influenced the globalmindedness of U.S. and Korean consumers. 
The index included two items for measuring international travel experiences, two items for 
measuring media involvement, one item for measuring the amount of magazines read, one 
item for measuring the amount of looking at fashion topics in magazines, one item for 
measuring the amount of watching movies, and the multi-item score summed across each of 
the twelve frequencies of watching films from different countries. The reliability was 
moderately high at .73 for the Travel and Media index. 
Correlation coefficient 
Pearson correlation coefficients or simple regressions were calculated when two items 
were examined for linear relationships. Probability levels of .01 and less were considered 
significant. Levels of .05 were not considered significant to reduce Type II error. 
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ANOVA 
ANOVA (Analysis of Variance) or t-tests were computed to identify mean differences 
between U.S. and Korean samples. As with correlations, minimal confidence levels of .01 
were required for consideration as significant. 
MANOVA 
Multivariate Analysis of Variance (MANOVA) tests were conducted to test 
differences between U.S. and Korean samples with respect to the six ad rating variables 
(Similarity to the Model, Liking of Model, Ad Attitude, Brand Attitude, Product Attitude, and 
Purchase Intentions). MANOVA was used to account for variances across dependent 
variables. Chae, Kim, & Lee (1992) recommended MANOVA to explore significant 
differences with respect to overall effectiveness of advertising among groups. 
Repeated measures 
Repeated measures were used to test for differences across ad ratings and between the 
two different cultures. Ad ratings were converted to nominal class variables to avoid violation 
of the F- test with non-ratio data. As a consequence, differences between ads had to be 
examined by separate ANDV A tests. 
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CHAPTER4: RESULTS 
Description of Samples 
Specific percentages for demographic characteristics used to describe the sample are 
included in Table F (See Appendix D). 
Age 
US. and Korean respondents' ages ranged from 18 to 29. Mean age of US. 
respondents (X =21.0) and Korean respondents (X =20.7) was similar in the study. There was 
no significant difference between Korean and US. students in age (I = 1.83, df= 281, P = 
.07). Close to a majority of respondents in Korea were 19 to 22 (47.74%); in the US., only 
38% of respondents were 19 to 22 years of age. 
Home-town 
Most of the U.S. respondents (83.6%) were from the state ofIowa and the others 
were from Illinois (6.5%), Minnesota (3.3%), Nebraska (2.0%), South Dakota (1.3%), 
California (1.3%), Colorado (0.7%), Missouri (0.7%) and Indiana (0.7%). About 98% were 
from midwestern states. 
A majority of Korean respondents were from Seoul (59.9%). The other Korean 
respondents were from Pusan (9.0%), and Inchoen, Taegu, Tacheon, Chunjoo and small cities 
or towns. Therefore, 68. 9% of Korean respondents were from Seoul and Pusan, two of the 
largest cities in Korea (population 9,645,932 (Brunkhorst, Fontana, Vinz, & Nagy, 1995b) and 
3,516,807 (Brunkhorst, Fontana, Vinz, & Nagy, 1995c) respectively) and from other large 
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cities of about half a million to a million in population. Only 4.6% of US. respondents were 
from cities larger than one million in population. 
Year in school 
Most of respondents were undergraduate juniors and seniors; average year in school 
was junior for US. (X = 3.1) and Korean (X = 3.0) students on the interval scale ranging from 
freshman (1) to graduate (5). There was no significant difference between Korean and U.S. 
students in year in school (1 = 1.24,4/= 316, P = .23). 
College and major 
The majority of US. and Korean respondents majored in departments related to (1) 
family and consumer sciences (21.3%), including majors such as textiles and clothing (11.6%), 
food sciences, early childhood, and dietetics, and (2) social sciences and humanities (33.5%), 
including majors such as economics, sociology, journalism and mass communication, history, 
English, anthropology, and psychology. The other colleges represented were agriculture, 
business administration, art and design, engineering, music, education, physical sciences, 
medical sciences, and veterinary medicine. 
Self-Values Ratings and AtTordability 
Cross cultural comparison: Self-values 
For all 29 items measuring self-values, I-tests between US. students and Korean 
students were conducted. It had been expected that U.S. students would have higher scores 
on Western values and Global village values while Korean students would have higher scores 
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on Eastern and Traditional values than US. students did. Table 4.1 and Figure 4.1 show 
mean differences of self-values items compared across cultural groups. 
Eastern values Korean students had higher scores on only two items, conforming 
(X = 4.55) and rely on luck and fate (X = 5.28), while US. students had higher scores on 
three items--emotionally controlled, feminine, and get along with other people--than Korean 
students did (See Table 4.1). 
Traditional values Though not expected, US. students had significantly higher 
mean scores on six items defined as traditional values: concerned about others, cautious with 
strangers, get along with other people, live for present, have strong family ties, and get along 
with authority (See Table 4.1). There were no significant differences on two items, safety-
seeking and pessimistic, between the two cultures. Regarding only one item, conforming, 
Korean students had higher scores than US. students did (See Table 4.1). 
Global village values Significant differences between US. and Korean students on 
global village values were found for all but two items, like to be free and search for self 
Table 4.1 indicates that US. students felt they were more self-reliant, friendly, optimistic, 
individualistic, outgoing, future-oriented, and risk-taking than Korean students did. Just only 
two significantly higher scores on global village values, self-centered and irreverent toward 
authority were found for Korean students. 
Western values As expected, US. students had higher scores on self-determined, 
independent, and emotionally expressive than Korean students did (See Table 4.1). 
Interestingly, U.S. students had significantly higher scores on both emotionally controlled and 
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emotionally expressive as well as on live for present, future-oriented, individualistic, and 
concerned about others. Korean students described themselves as more masculine. 
These results indicate that this sample of midwestern U.S. students has a value profile 
similar to characteristics of global consumers, described by van Rij (1994). Global village 
consumers hold traditional and non-traditional values simultaneously. Korean students also 
held both types of values but the mean score of Korean students was lower than those of U.S. 
students on most items (See Figure 4.1). Korean students may be more cautious in ratings of 
self, giving them few values on which they surpassed US. students. Koreans may be cautious 
about evaluations beyond neutral. 
Korean students perceived themselves as more masculine than US. students did (See 
Table 4.1). In contrast, U.S. students perceived themselves more feminine than Korean 
students did. Koreans may define masculine as more androgynous than US. women do. 
Definitions of masculinity in the two cultures are very likely varied. 
The surprising degree to which U.S. students held traditional values puts question into 
the assumption that it is only in developing countries that individuals live with tradition. It is 
possible that the instrument does not measure well traditional and non-traditional values. Or 
perhaps the midwestern students are more traditional than studepts in other geographic areas 
I 
of the US. The US. consumers, and Koreans to a lesser extent, exhibited a capacity to 
recognize opposites existing within the self, what some call a "fractured" or "patchwork" 
postmodern sense of self (Kaiser, Nagasawa, & Hutton, 1991). 
48 
Table 4.l. Cross-cultural comparison: Self-values organized by cultural themes 
Item U.S. Korea 
-
X (SD) X (SD) t 
Eastern value 
03 Emotionally controlled 5.22 (1.22) 4.62 (1.21 ) 4.48**** 
07 Feminine 5.65 (1.17) 4.29 (1.05) 11.09**** 
22 Confonning8 3.80 (1.36) 4.55 (1.01) -5.76**** 
23 Rely on luck and fate 3.65 (1.61) 4.20 (1.32) -3.45*** 
24 Get along with other peoplea 6.14 (0.84) 5.28 (0.93) 8.69**** 
Traditional value 
05 Concerned about others 6.18 (0.83) 4.97 (1.09) 11.08**** 
06 Cautious with strangers 5.33 (1.25) 4.53 (1.35) 5.57**** 
16 Safety-seeking 5.18 (1.22) 5.13 (1.11) .42 
17 Pessimistic 3.41 (1.50) 3.11 (1.35) 1.90 
22 Confonninga 3.80 (1.36) 4.55 (1.01) -5.76**** 
24 Get along with other peoplea 6.14 (0.84) 5.28 (0.98) 8.69**** 
25 Live for present 5.20 (1.26) 4.45 (1.09) 5.80**** 
27 Have strong family ties 6.10 (1.12) 4.76 (1.33) 9.76**** 
29 Get along with authority 5.69 (0.98) 4.01 (1.22) 13.59**** 
Global village 
01 Self-reliant 5.86 (0.95) 5.25 (0.97) 5.76**** 
08 Friendly 6.04 (0.81) 4.43 (1.24) 13.68**** 
09 Optimistic 5.41 (1.10) 4.80 (1.24) 4.63**** 
11 Self-centered 3.35 (1.41) 4.71 (1.23) -9.34**** 
14 Individualistic 5.53 (1.05) 4.51 (1.31) 7.69**** 
18 Outgoing 5.46 (1.24) 4.87 (1.04) 4.73**** 
19 Future-oriented 5.94 (0.98) 5.18 (1.01) 6.96**** 
20 Risk-taking 4.69 ( 1.19) 4.26 (l.15) 3.35*** 
21 Irreverent toward authority 3.59 (1.40) 3.95 (1.38) -2.36** 
26 Like to be free 5.97 (1.04) 5.79 (l.01) l.56 
28 Search for self 5.43 (1.31) 5.59 (0.98) -0.40 
Western value 
04 Self-determined 5.95 (0.89) 4.87 (1.14) 9.58**** 
12 Independent 5.78 (1.08) 4.81 (l.16) 7.76**** 
13 Masculine 2.50 ( 1.43) 3.20 (1.24) -4.80**** 
15 Emotionally expressive 5.51 (1.24) 4.46 (l.23) 7.66**** 
arepeated item, **p < .01, ***p < .001, ****p < .0001 
Note: See 'selfvalues' part in Method (p. 28) for origin of thematic groupings 
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Value factors Pearson correlation coefficients of factor sums were calculated to 
clarify non-hypothesized relationships among variables. The non-traditional values factor sum 
Forward was positively correlated with the Relate factor of traditional values (r = .37, P < 
.0001) among US. respondents, while there were no significant relationship between Forward 
and Relate among Korean respondents (r = -.04). US. students held non-traditional as well 
as traditional values together. The Korean students show no pattern of relationship between 
value factors. 
AtTordability 
Before testing hypotheses, the variable Affordability (of the product) was examined as 
to whether it was related to other ad rating variables: Liking of Model, Ad Attitude, Brand 
Attitude, Product Attitude, and Purchase Intentions. Affordability was moderately related to 
Purchase Intentions (r = .44, P < .0001). The more U.S. and Korean students felt they could 
afford to buy outfits depicted in the ads, the more they wanted to buy the outfits in the ads. 
However, while the other ad rating variables were significantly correlated with one another, 
Affordability was related with only Purchase Intentions. 
The results of the separate correlation analysis between U.S. and Korean students 
were somewhat different. Among the U.S. students, Affordability was correlated with 
Similarity to the Model (r = .30,p < .0002), Liking of Model (r = .27, P < .0014), Ad Attitude 
(r = .28, P < .001), Brand Attitude (r = .22,p < .0069), and Purchase Intentions (r = .57, P < 
.001) while among Korean students, Affordability was not significantly correlated with any ad 
rating variables. Korean students may assess ads and fashion apparel independently of 
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whether they can afford it. U.S. students may be more practical than Korean students in terms 
of responses toward the products. 
Content Analyses 
Content analysis of fashion magazines readership 
Table 4.2 shows the number of respondents indicating that they read specific 
magazines for fashion trends and topics. U.S. students looked at Cosmopolitan magazine the 
most, followed by Glamour, Vogue-U.S. version, Mademoiselle, Elle-U.S. version, Self, and 
others (See Table 4.2). The most popular fashion magazines for Korean students' were CeCi, 
followed by Elle-Korean version, She's, Non-no, Marie Claire-Korean version, Vogue-u. s. 
version, Feel, and others (See Table 4.2). Among the top six fashion magazines Korean 
students read most, only two magazines--CeCi and She 's--are published in Korea, and two 
other magazines, Elle-Korean version and Marie Claire-Korean version, were edited for 
Korean readership. The other two favorites--Non-no and Vogue-U.S. version--were edited 
and written in Japan and the U.S. respectively. Current Korean magazines put English in their 
titles or combine Korean and English, lending a global quality to the publications. 
Table 4.3 shows the other magazines which U.S. and Korean students qualitatively 
listed that they read for fashion information. Interestingly, U.S. students looked at fashion 
trends and topics in catalogs (i.e., J. Crew, Eddie Bauer, L. L. Bean, and Victoria's Secret), 
but Korean students did not. Themail order industry has been developed extensively in the 
U.S. but not in Korea; the catalogs are now a source of fashion information for many U.S. 
individuals. 
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Table 4.2. Frequency table of each magazine U.S. and Korean students read 
U.S. (n =136) Korea (n =126) 
Item Title of magazines Frequency % Frequency % 
I Elle (U.S.) 64 47.06 15 11.90 
2 W 19 13.97 0 0 
3 Vogue (U.S.) 81 59.56 26 20.63 
4 Mademoiselle 67 49.26 0 0 
5 Marie Claire (U. S.) 25 18.38 0 0 
6 Seventeen 28 20.59 1 0.79 
7 20 ans 0 0 1 0.79 
8 Elle (Korea) 2 l.47 63 50.00 
9 Harper's Bazaar 27 19.85 3 2.38 
10 Self 37 27.21 0 0 
11 Ms. 5 3.68 0 0 
12 Marie Claire (Korea) 0 0 26 20.63 
13 The collection 1 0.74 0 0 
14 Non-no 0 0 27 2l.43 
15 lD 1 0.74 0 0 
16 Glamour 86 63.24 0 0 
17 Ebony 6 4.41 0 0 
18 Good Housekeeping 12 8.82 0 0 
19 Cosmopolitan 88 64.71 0 0 
20 Le collezoni 0 0 0 0 
21 Marie Claire (France) 0 0 5 3.97 
22 Lady Trend 0 0 10 7.94 
23 Woman Sense 0 0 10 7.94 
24 Mademoiselle (Korea) 0 0 1 0.79 
25 Feel 0 0 24 19.05 
26 World Woman 0 0 0 0 
27 WWD 0 0 3 2.38 
28 Sense 0 0 0 0 
29 Labelle 0 0 7 5.56 
30 She's 0 0 31 24.60 
31 Charming Woman 0 0 2 l.59 
32 Let's 0 0 13 10.32 
33 CeCi 0 0 75 59.52 
34 Walking Woman 0 0 3 2.38 
35 Chic 0 0 14 11.11 
36 Marianne 0 0 1 0.79 
37 Collar 0 0 14 1l.11 
38 Others 36 26.47 23 18.25 
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Table 4.3. Frequency table of other magazines U.S. and Korean students read 
U.S. (n = 36) 
Title of magazine 
People 
Catalogs 
Rolling stone 
Shape 
YM 
GQ 
Allure 
Interview 
Detailes 
Spin 
In style 
Mens fashions 
Sassy 
Essense 
Women's Wear Daily 
Vibe 
BBW 
Women's World 
Mirabelle 
Vanidades 
New Woman 
Swing 
Jet 
First for Women 
Brand guessing 
Frequency 
6 
6 
5 
4 
3 
3 
2 
2 
2 
2 
1 
I 
1 
1 
1 
1 
1 
1 
1 
1 
Korea (n = 21) 
Title of magazine 
Figaro (Korea) 
Ecole 
Top Model 
Nobless 
More 
With 
Vogue (Italy) 
Fashion Today 
Max Mara 
Haute 
Living Sense 
Queen 
Men's Non-No 
Elle (France) 
Spiegel (also a catalog) 
Frequency 
9 
4 
3 
2 
2 
2 
Respondents guessed the country of origin of each of the ads. Table 4.4 showed 
brand guessing across the six ads and the two groups. For Ad A, most of the U.S. and 
Korean students guessed correctly that the brand, Esprit, was from the U.S. In the case of the 
Korean brand System, most Korean students guessed it was Korean, but most U.S. students 
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thought the brand was from the US. Most US. students guessed that the Korean Otic ad, 
featuring a Korean model, was from Japan, while most Korean students thought it was from 
Korea. For the Benetton ad from Italy, US. students thought this brand was from Great 
Britain, but Korean students thought it was from Italy. Both US. students and Korean 
students thought the CK Jeans brand was from the U.S., which was correct. US. students 
guessed that the Mook ad from Korea was from the US. while Korean students knew it was 
from Korea. 
Regarding the brands from other countries, US. respondents misguessed country of 
origin of all brands while Korean students were right for most brands. None of the US. 
students knew that System was a Korean brand. For brands Otic (Korean), Benetton (Italian), 
and Mook (Korean), 9.15%, 18.95%, and 1.96% of US. students guessed correctly. Close to 
one third of Korean students (30.51%) guessed that Esprit was a U.S. brand. Most of the 
Korean students guessed correctly about Benetton (70.06%) and CK Jeans (92.09%). 
Overall, Korean students were highly aware of the country of origin of brands. They may be 
brand-oriented consumers who consider brand name and country of origin when they choose 
to purchase clothing. 
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Table 4.4. Table of brand guessing across the six ads 
Country the U.S.: Frequency (Percent) 
brand is Korea: Frequency (Percent) 
from 
Esprit System Otic Benetton CKJeans Mook 
U.S. 107 (69.93) 87 (56.86) 23 (15.03) 36 (23.53) 133 (86.93) 35 (22.88) 
54 (30.51) 63 (35.59) 29 (16.38) 37 (20.90) 163 (92.09) 26 (14.69) 
Great Britain 4 (2.61) 34 (22.22) 3 (l.96) 42 (27.45) 3 (l.96) 23 (15.03) 
10 (5.65) 5 (2.82) 6 (3.39) 2(1.13) 3 (1.69) 1 (0.56) 
France 25 (16.34) 6 (3.92) 7 (4.58) 11 (7.19) 4 (2.61) 34 (22.22) 
37 (20.90) 16 (9.04) 5 (2.82) 9 (5.08) 6 (3.39) 4 (2.26) 
Italy 6 (3.92) 2 (1.31) 10 (6.54) 29 (18.95) 2 (1.31) 20 (13.07) 
45 (25.42) 12 (6.78) 6 (3.39) 124 (70.06) 2(1.13) • 6 (3.39) 
Taiwan 0 1 (0.65) 3 (l.96) 1 (0.65) 1 (0.65) 0 
2 (l.13) 0 3 (l.69) 1 (0.56) 0 2(1.13) 
Korea 1 (0.65) 0 14 (9.15) 0 1 (0.65) 3 (l.96) 
13 (7.34) 70 (39.55) 98 (55.37) 0 1 (0.56) 111 (62.71) 
China 0 0 15 (9.80) 4 (2.61) 0 6 (3.92) 
1 (0.56) 0 0 0 0 0 
Hong Kong 0 0 15 (9.80) 7 (4.58) 0 2(1.31) 
11 (6.21) 4 (2.26) 16 (9.04) 1 (0.56) 0 2 (1.13) 
Japan 0 1 (0.65) 32 (20.92) 3 (1.96) 0 2 (1.31) 
2 (1.13) 6 (3.39) 11 (6.21) 3 (1.69) 1 (0.56) 24 (13.56) 
don't know 4 (2.61) 9 (5.88) 17(11.11) 7 (4.58) 2 (1.31) 13 (8.50) 
0 0 1 (0.56) 0 0 0 
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Results of Hypothesis Testing 
U.S. vs. Korean consumer responses toward the global ads 
HI: There will be significant differences between U.S. and Korean students in evaluation of 
the global ads in terms of 
a) similarity to the model 
b) liking of the model 
c) ad attitude 
d) brand attitude 
e) product attitude 
f) purchase intentions 
MANOVA (multivariate analysis of variance) was used to reveal overall significant 
differences, which resulted from combined influence of the dependent variables. MANOVA 
was run for the six ad rating variables (i.e., Similarity to the Model, Liking of Model, Ad 
Attitude, Brand Attitude, Product Attitude, and Purchase Intentions) on each ad separately. 
The overall F-tests for the ad variables showed a significant difference between the two 
nationality groups at the significance level ofp < .0001 (See Table 4.5). Following the 
MANOVA test, a series of univariate repeated measures analysis of variance tests were 
completed in order to explore further the specific differences between U.S. students and 
Korean students regarding the individual variables across six different ads. 
Ratings of ads were combined in repeated measures analysis to account for variance 
across ads. The repeated measures ANOVA across the six ads found significant differences 
between nations as an independent variable on the dependent variables of Liking of Model, Ad 
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Table 4.5. Multivariate test of significance of ad effectiveness by two nations: US. vs. Korea 
Ad (Brand name) Hotelling-Lawley Trace test df F P 
Ad A (Esprit) .305 (5,299) 14.90 .0001**** 
Ad B (System) .148 (5,302) 7.30 .0001**** 
Ad C (Otic) .252 (5,302) 12.44 .0001**** 
Ad D (Benetton) .443 (5,305) 22.08 .0001 **** 
Ad E (CK Jeans) .293 (5,302) 14.44 .0001**** 
AdF (Mook) .579 (5,302) 28.55 .0001 **** 
****p < .0001 
Attitude, Brand Attitude, and Product Attitude. But there were no significant differences 
between samples as to perceived Similarity to Model (F(l, 322) = 1.16, P < .2818) and 
Purchase Intentions (F(1, 327) = 1.91, p < .1683) (See Table 4.6). Hypothesis 1 components 
were only partly supported for parts 1 b through 1 e. 
Cross cultural comparison of ad ratings by ANOV A 
To further unpack the differences found with repeated measures analysis, univariate 
ANDV A was run separately on each ad for dependent variables for which there were 
significant differences for the nation independent variable. 
Liking of Model Except for Model F, US. students were found to have higher 
mean scores on Liking of each Model across the other five ads than Korean students did (See 
Table 4.7). The differences could be valid, or US. students may be more generous in their 
ratings and use of scaled items. US. students liked the models regardless of model's 
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Table 4.6. Repeated measures F-test on the differences of two nations, U. S. and Korea, on 
responses toward the six ads 
U.S. Korea 
-
Variables Effect X (SD) X (SD) df F 
Similarity to the Model Nation 3.37 (.04) 3.27 (.04) 1,322 1.46 
Ad 5,322 117.13**** 
Liking of Model Nation 4.34 (.04) 3.97 (.04) 1,327 26.42**** 
Ad 5,327 149.89**** 
Ad Attitude Nation 4.53 (.05) 4.19 (.03) 1,327 20.79**** 
Ad 5,327 64.72**** 
Brand Attitude Nation 5.01 (.03) 4.40 (.03) 1,327 68.85**** 
Ad 5, 327 51.07**** 
Product Attitude Nation 4.83 (.04) 4.51 (.03) 1,327 41.85**** 
Ad 5, 327 75.01 **** 
Purchase Intentions Nation 3.56 (.05) 3.71 (.05) 1,327 2.15 
Ad 5, 327 64.26**** 
***p < .001, ****p < .0001 
Table 4.7. Univariate analysis: Liking of Model 
U.S. Korea 
Variable X (SD) X (SD) df F 
Liking of Model A 5.38 (1.01) 4.69 (1.24) 1,326 29.73**** 
Liking of Model B 4.73 (1.28) 4.31 (1.26) 1,323 9.13*** 
Liking of Model C 4.71 (1.09) 4.35 ( 1.32) 1,325 7.22** 
Liking of Model D 3.52 (1.36) 2.34 (1.19) 1,324 69.45**** 
Liking of Model E 3.76 (1.51 ) 3.22 (1.12) 1,322 13.32*** 
Liking of Model F 3.97 (1.29) 4.94 (1.12) 1,327 52.89**** 
**p < .01, ***p < .005, ****p < .0001 
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ethnicity, more than Korean students did. But, interestingly, there was one exception, Korean 
students' liking of Model F. The model was in the ad for Mook, a Korean brand, which may 
be seen as positive by Korean students. 
Ad Attitude There were significant differences on Ad Attitude between U.S. and 
Korean students except for Ad B (Benetton) (See Table 4.8). U.S. students had higher mean 
ratings on attitude toward Ads A, C, D, and E than Koreans did. But, just as they liked 
Model F, Korean students had a higher mean on overall attitude toward Ad F (See Table 4.8). 
U.S. students liked Ads A, C, D, and E better than did Korean students. No difference was 
found for Ad B between cultural groups. 
Brand Attitude There were significant differences on Brand Attitude for Ads A, C, 
D, and E, but no difference on Ads Band F (See Table 4.9). 
Table 4.8. Univariate analysis: Ad Attitude 
u.s. Korea 
Variable X (SD) X (SD) dJ F 
Ad Attitude A 5.36 (.87) 4.48 ( 1.12) 1,322 61.21 **** 
Ad Attitude B 4.47 (1.39) 4.35 ( 1.18) 1,324 .80 
Ad Attitude C 4.98 (1.16) 4.43 (1.14) 1,321 18.32**** 
Ad Attitude D 4.03 (1.34) 3.47 0.27) 1,325 15.00**** 
Ad Attitude E 4.10 (1.38) 3.50 ( l.08) 1,322 19.04**** 
Ad Attitude F 4.28 (1.28) 4.89 (1.56) 1,326 22.32**** 
****p < .0001 
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Table 4.9. Univariate analysis: Brand Attitude 
US. Korea 
Variable X (SD) X (SD) df F 
Brand Attitude A 5.77 (1.11) 4.99 (1.04) 1,324 43.16**** 
Brand Attitude B 4.46 (1.08) 4.20 (1.31 ) 1,326 3.95* 
Brand Attitude C 4.82 (1.11) 4.16 ( 1.07) 1,325 29.45**** 
Brand Attitude D 5.03 (1.48) 4.21 ( 1.26) 1,327 29.64**** 
Brand Attitude E 5.53 (1.35) 4.57 (1.00) 1,327 55.08**** 
Brand Attitude F 4.46 (1.13) 4.23 ( 1.18) 1,323 3.24 
*p < .05, ****p < .0001 
Product Attitude US. students were found to have higher mean scores on Product 
Attitude for Ads A, C, D, and E (See Table 4.10), perhaps related to their overall ad attitudes. 
Korean students had higher mean score on Ad F; again, Mook may be a positive brand for 
Korean students (See Table 4.7,4.8). There was no significant difference for Ad B, the 
System ad. 
Table 4.10. Univariate analysis: Product Attitude 
US. Korea 
Variable X (SD) X (SD) df F 
Product Attitude A 5.64 (.88) 4.95 (.95) 1,327 31.13**** 
Product Attitude B 4.56 (l.45) 4.59 (l.20) 1, 328 .04 
Product Attitude C 5.16 (1.29) 4.76 (l.07) 1,327 18.17**** 
Product Attitude D 4.25 (1.53) 3.11 (l.32) 1,328 53.21 **** 
Product Attitude E 5.04 (l.34) 3.91 (l.06) 1, 328 73.63**** 
Product Attitude F 4.33 (1.43) 4.71 (l.08) 1,326 7.39** 
**p < .01, ****p < .0001 
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Traditional vs. non-traditional value effects 
H2: Students holding more non-traditional values will be more positive toward the global ads 
of apparel products than will students with traditional values in terms of 
a) liking of the model 
b) ad attitude 
c) brand attitude 
d) product attitude 
e) purchase intentions 
Because the non-traditional values factor, Forward, was moderately correlated with 
the traditional values factor, Relate (r = .47, P < .0001), the sample could not be divided 
clearly in two groups with non-traditional vs. traditional values. Therefore, Pearson 
correlations were examined for patterns of relationships between values and ad ratings. To 
reduce Type II errors, only significance levels of. a 1 and less were accepted as signs of 
significant relationships of variables. 
As shown in Table 4.11, the results of correlations between Forward vs. Relate factors 
and ad rating factors, the Forward factor had a stronger relationship with ad ratings than did 
the Relate factor except in the case of Brand Attitude. The results indicate that as non-
traditional values increased, the apparel ads and products shown were evaluated more 
positively. Even if Relate had a weaker relationship with ad ratings than did the Forward 
factor except in the case of Brand Attitude, Relate was moderately related with Ad Attitude, 
Brand Attitude and Product Attitude. Hypothesis 2 components were only partly supported 
for parts 2a, 2b, and 2d. 
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Table 4.11. Correlation analysis between Forward vs. Relate and ad rating variables 
Liking of the Ad Brand Product Purchase 
Variable Model Attitude Attitude Attitude Intentions 
Forward .28**** .32**** .37**** .32**** .04 
Relate .12* .23**** .37**** .26**** -.01 
N=330, *p < .05, ****p < .0001 
Forward = non-traditional values factor, Relate = traditional values factor 
Table 4.12 shows the separate results of US. and Korean correlation analysis between 
Forward vs. Relate and ad rating factors. The findings were moderately low but significant 
only for the U.S. In the US., there were moderately low significant relationships between 
Forward and two ad rating factors, Ad Attitude and Brand Attitude. Also the Relate factor 
was moderately related with Brand Attitude. In general, the more US. students held non-
traditional values, the more they evaluated the global ads and brands more positively than did 
students holding traditional values. But the Relate factor was also related with Brand Attitude 
in the US. students. In Korea, there were no significant relationships between Forward and 
Relate and ad rating factors (See Table 4.12). Overall, traditional and non-traditional values 
did not explain a great amount of the responses toward the ads, and particularly not for 
Korean students. 
Similarity to the model and values 
H3: Students holding more non-traditional values will feel they are more similar to models 
than will students with traditional values. 
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Table 4.12. Correlation analysis between Forward vs. Relate and ad rating variables across 
U.S. and Korea 
Liking of the Ad Brand Product Purchase 
Variable / Nation Model Attitude Attitude Attitude Intentions 
forward 
u.s. .17* .24** .24** .17* .17* 
Korea .14 .17* .12 .18* .04 
Relate 
U.S. -.09 .06 .24** .09 .18* 
Korea -.14 .03 -.01 -.02 -.01 
N=330, *p < .05, **p < .01 
Note: Forward = non-traditional values factor, Relate = traditional values factor 
This hypothesis was also explored with correlation coefficients. The results of 
correlations between Forward vs. Relate factors and Similarity to Model (summed across six 
models) showed that the students holding non-traditional values (r = .16, P < .005) perceived 
themselves more similar to models in the ads than did students holding traditional values. The 
amount of variance explained was so low that Hypothesis 3 cannot be considered as clearly 
supported. The correlation between Relate and Similarity to the Model was not significant (r 
= .00, p < .938). 
The correlations run separately on U.S. and Korean samples were also not significant, 
except weak significance between non-traditional value and Similarity to the Model in Korean 
s().mples (r = .24, P < .01). There was no significance between Similarity to the Model and 
non-traditional value or traditional values in U.S. respondents. Therefore, the more Korean 
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students held non-traditional values, the more they felt similar to the model depicted in the 
global ads. 
In general, the traditional and non-traditional value factors were not related to 
perceived similarity with the models. However, self-reported values were related to perceived 
similarity in general. To explain the relationship between Similarity to the Model and self-
image compared to model-image, simple regressions were run on ratings of each model 
separately. Absolute values of differences between each self-image rating item and each 
matching model-image rating item were summed to create a multi-item difference variable, 
labeled "Simdiff", for each ad model. The regression results are presented in Table 4.13. 
Table 4.13. Formulas of simple regression: Similarity to the Model and Simdiff (model A 
through F) 
Fonnula F 
Similarity (to the model) = Constant +/- Simdiff (to model) 
Similarity(A) = 5.68 .04 (SimdiffA) .1526 47.90**** 
S imilarity(B) 5.70 .05 (SimdiftB) .2454 87.17**** 
S imilarity( C) 4.79 .03 (SimdiffC) .1131 33.57**** 
S imilarity(D) = 3.84 .03 (SimdifID) .2657 95.88**** 
Similarity(E) 4.57 .03 (SimdifiE) .1723 57.46**** 
S imilarity(F) = 5.15 .04 (SimdiftF) .1922 63.52**** 
N=330, ****p < .0001, Simdiff= I I each self-values item - each models'-values item I 
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The six regressions validated that the variable Simdiff was significantly (p < .0001) 
related to model similarity across U.S. and Korean students. In other words, the smaller the 
overall differences between self-values and models' -values among U.S. and Korean students, 
the more similar they saw themselves to a model. Perception of self on the value traits were 
related to perceived similarity to the model, but the relationship is based on more than 
traditional and non-traditional values. Further analysis of the complex relationship of values 
and perceived similarity to other needs to be undertaken. 
Similarity to the model and ad effectiveness 
H4: U.S. and Korean students who perceive models in the global ads as more similar to 
themselves will evaluate ads more positively than will students who perceive models 
less similar to themselves in terms of 
a) liking of the model 
b) ad attitude 
c) brand attitude 
d) product attitude 
e) purchase intentions 
The Hypotheses 4 components were tested by running simple correlations to examine 
significant relationships between Similarity to the Model and ad rating variables. Correlations 
were examined for each ad and U.S. and Korean students separately. No difference in 
patterns of correlations were found, so Korean and U.S. respondents were pooled and ad 
ratings were summed across all ads (See table 4.14). 
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Table 4.14. Correlation analysis between Similarity to the Model and ad rating variables 
Liking of the 
Variable Model 
Similarity to the Model .60**** 
N=330, ****p < .0001 
Ad 
Attitude 
.48**** 
Brand 
Attitude 
.33**** 
Product 
Attitude 
.48**** 
Purchase 
Intentions 
.51 **** 
According to the correlations, respondents who perceived models in the global ads as 
more similar to themselves evaluated ads, models, brands, and products more positively than 
did students who perceived models less similar to themselves. Hypotheses 4a through 4e 
were supported. The high correlation between Similarity to the Model and Liking of Model 
indicated that the students who perceived models in the global ads as more similar to 
themselves liked the models in the ads more than did students who perceived the models as 
less similar to themselves. The students who felt similar to models evaluated the ads more 
positively in terms of Ad Attitude, Brand Attitude, Product Attitude, and Purchase Intentions. 
Among the ad rating variables, the variable Liking of Model was most strongly related to 
Similarity to the Model. This result supported Byrne's (1971) similarity and attraction theory. 
Hypotheses 4a through 4e were supported. 
Globalmindedness and ad effectiveness 
H5: U.S. and Korean students who have more globalmindedness will evaluate standardized 
global ads more positively than will students who have less globalmindedness in terms of 
a) similarity to the model 
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b) liking of the model 
c) ad attitude 
d) brand attitude 
e) product attitude 
f) purchase intentions 
According to the results of correlation analysis for testing significances of relationships 
between Globalmindedness with Similarity to the Model and ad rating multi-combination 
variables, there was no significant relationship between any of the variables (See Table 4.15). 
The results indicated that the amount of globalmindedness which the students had, high or 
low, did not have impact on the responses toward the ads. 
Correlations run on U.S. and Korean samples separately showed no differences 
between the groups. There also was no significant relationship between traditional and non-
traditional values and Globalmindedness (See Table 4.16). For this group, open-mindedness 
toward and interest in other cultures did not influence attitude toward the global ads. 
Individuals with low globalmindedness may be equally as comfortable as are globalminded 
individuals with images of models who look westernized and 'modem'. Hypothesis 5 
components were not supported. 
Table 4.15. Correlation analysis between Globalmindedness and ad rating variables 
Variable Similarity to 
the Model 
Globalmindedness .03 
N=330 
Liking of 
Model 
.05 
Ad 
Attitude 
.06 
Brand 
Attitude 
-.02 
Product 
Attitude 
.01 
Purchase 
Intentions 
-.00 
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Table 4.16. Correlation analysis between Globalmindedness and self-values factors 
Variable Forward Relate 
Globalmindedness .10 -.04 
N=300 
Fashion involvement and similarity to the model 
H6: US. and Korean students who are more highly involved in fashion will feel more 
similar to models than will U S. and Korean students who are less involved in fashion. 
The result of correlation analysis was weakly supporting of Hypothesis 6. Fashion 
Involvement was significantly correlated with Similarity to Model (r = .23,p < .0001) (See 
Table 4.17). The separate correlation analysis between US. and Korean students found that 
Fashion Involvement was moderately correlated with Similarity to the Model in the US. 
students while Fashion Involvement was not related to Similarity to the Model in Korean 
students (See Table 4.18). 
Table 4.17. Correlation analysis between Fashion Involvement and ad rating variables 
Variable 
Fashion 
Involvement 
Similarity 
to Model 
.23**** 
Liking of 
Model 
.22**** 
N=330, ***p < .001, ****p < .0001 
Ad 
Attitude 
.31 **** 
Brand 
Attitude 
.29**** 
Product 
Attitude 
.29**** 
Purchase 
Intentions 
.21 *** 
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Table 4.18. Correlation analysis between Fashion Involvement and ad rating variables across 
U. S. and Korea 
Variable / Nation Similarity Liking of Ad Brand Product Purchase 
to Model Model Attitude Attitude Attitude Intentions 
Fashion Involvement 
U.S. 
.28*** .36**** .43**** .46**** .44**** .43**** 
Korea 
.13 .07 .17* .l4 .10 -.14 
N=330, *p < .05, ***p < .001, ****p < .0001 
Fashion Involvement and ad effectiveness 
H7: U.S. and Korean students who are more highly involved in fashion will evaluate the 
global ads more positively than will U.S. and Korean students who are less involved in 
fashion in terms of 
a) liking of model 
b) ad attitude 
c) brand attitude 
d) product attitude 
e) purchase intentions 
Fashion Involvement was found to be significantly correlated with Liking of Model, 
Ad Attitude, Brand Attitude, Product Attitude, and Purchase Intentions (See Table 4.17). 
Strength of correlations were generally low, however. There was a trend that the more 
involved in fashion, the more positively students evaluated the ads, brands, products, and 
models. The strongest relationship was between Fashion Involvement and Ad Attitude. 
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Involvement in the product, in this case fashion in general, may incline consumers toward 
greater appreciation of fashion ads. 
The separate correlation analysis between U.S. and Korean students found that 
Fashion Involvement was strongly correlated with ad rating variables in the U.S. students 
while Fashion Involvement was not related to ad rating variables among Korean students (See 
Table 4.18). 
Travel and media experiences and ad effectiveness 
H8: U.S. and Korean students who have more exposure to global media will evaluate 
standardized global ads more positively than will students who have less exposure to 
global media in terms of 
a) similarity to the model 
b) liking of the model 
c) ad attitude 
d) brand attitude 
e) product attitude 
f) purchase intention 
Items related to travel and media experiences were summed to create a multi-item 
measure called "Travel and Media" to assess whether the exposure to global media and direct 
experience with other cultures influenced the responses towards the global ads among U.S. 
and Korean consumers in terms of Similarity to the Model, Liking of Model, Ad Attitude, 
Brand Attitude, Product Attitude, and Purchase Intentions. 
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Components of Travel and Media were also tested separately (See Table 4.19). Other 
items and multi-item scores examined were sum of items related to a) exposure to 
international media only (i.e., frequency of watching films produced in foreign countries and 
amount of exposure to international topics on TV, radio, or in newspapers), b) travel abroad 
experiences only (amount of time spent abroad and number of countries traveled), c) the 
number of fashion magazines read, and d) the frequency of reading magazines related to 
fashion topics and issues. 
According to the results of correlation coefficients, travel and general international 
media variables were not related to ad rating variables except relationship between Travel and 
Media with Ad Attitude among US. students (See Table 4.19). However, two of the 
component media variables, Mags and Read, were found to have significant, though weak, 
relationships with ad rating variables for US. students (See Table 4.19). The more exposure 
to fashion magazines, the more positive responses toward the global ads. Both Mags (r = .36, 
P < .0001) and Read (r = .47,p < .0001) were significantly correlated with fashion 
involvement for US. students. Consistent with involvement theory, if people are involved in 
fashion, they tend to read more about fashion in magazines. But surprisingly, these media 
involvement behaviors were unrelated to ad ratings among Korean students. 
N on-Hypothesized Relationships 
Self-values and fashion involvement The Forward factor was weakly correlated 
with Fashion Involvement among the two countries: US. (r = .33,p < .0001) and Korea (r = 
.31, P < .0001). In other words, US. and Korean students holding non-traditional values 
71 
were more highly involved with fashion than U.S. and Korean students holding traditional 
values. Relate and Fashion Involvement were more weakly correlated, but only for U.S. 
students (See Table 4.20). 
Table 4.19. Correlation analysis between global media variables and ad rating variables 
across U.S. and Korea 
Variable I Nation Similarity to Liking of Ad Brand Product Purchase 
Model Model Attitude Attitude Attitude Intentions 
Travel and Media 
U.S. .02 .18 .25** .07 .14 .07 
Korea .07 .09 .02 -.05 -.09 -.12 
International Media 
U.S. .05 .05 .08 -.10 -.02 .06 
Korea .09 .03 .03 .07 .07 .07 
Travel 
U.S. .07 .09 .11 -.01 -.01 .16 
Korea -.06 .01 .02 -.06 -.05 .03 
Mags 
U.S. .29*** .36**** .26** .16 .24** .31 *** 
Korea .09 .05 .10 .12 .12 .07 
Read 
U.S. .36**** .37**** .42**** .24** .36**** .33*** 
Korea -.02 .06 .13 .13 .14 .08 
N=330, **p < .01, ***p < .001, ****p < .0001 
Note: Travel and Media = travel and media experiences in general, International Media = the 
exposure to international media, Travel = the amount of traveling abroad, Mags = number of 
magazines respondents looked at, Read = the amount oftime spent reading fashion 
magazmes 
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Table 4.20. Correlation analysis between Fashion Involvement and Forward vs. Relate 
Variables I Nation 
Forward and Fashion Involvement 
U.S. 
Korea 
Relate and Fashion Involvement 
U.S. 
Korea 
*p < .05, **p < .01, ****p < .0001 
r 
.33**** 
.31 **** 
.22** 
.18* 
Note: Forward = non-traditional values factor, Relate = traditional values factor 
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CHAPTER 5: SUMMARY, DISCUSSION, AND CONCLUSIONS 
Summary of Results 
The purpose of the study was to explore differences and similarities in consumer 
responses to standardized global advertising of apparel products within two different cultures 
--U S. and Korea--and to examine the effectiveness of global advertising of apparel products 
within the two different cultures. Convenience sampling methods were employed for data 
collection both in the US. and Korea. The study examined differences and similarities 
between U.S. and Korean university students with respect to self-values, globalmindedness, 
fashion involvement, travel and media experiences, and responses toward models and 
products in global ads of apparel. 
The total sample (N = 330) of this study included undergraduate female students of 
US. nationality (n = 153) who were attending Iowa State University and undergraduate 
female students (n = 177) whose nationality was Korean and who were attending Ewha 
Womans University in Seoul, Korea. Both samples were similar in ages, which ranged from 
18 to 29. 
Respondents completed instruments, an English version for US. respondents and a 
Korean version for Korean respondents. The instrument consisted of three booklets: 1) a 
personal data questionnaire concerning self-values, globalmindedness, travel and media 
experiences, fashion involvement, and demographic characteristics, 2) an ad portfolio, 
including six global ads which were color-copied and used as stimuli, and 3) ad ratings in 
which respondents rated each of the six ads on bipolar attitude measures. The six stimulus ads 
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used in this study were selected from a number offashion magazines by a panel of judges. 
Each ad contained one model and apparel suitable for university lifestyle. 
For data reduction, principal component factor analyses were conducted for the 
following measures: Self-values, globalmindedness, fashion involvement, liking of model, ad 
attitude, brand attitude, product attitude and purchase intentions. Two factors, the Forward 
factor relating to non-traditional values and the Relate factor pertaining to traditional values 
emerged from factor analysis of the 29-item self-values measure. One factor emerged from all 
other measures: Globalmindedness, Fashion Involvement, Liking of Model, Ad Attitude, 
Brand Attitude, Product Attitude, and Purchase Intention. Raw scores for high loading items 
in each factor were summed and used as multi-item scores in subsequent analyses. 
MANOVA (multivariate analysis of variance), ANOVA (analysis of variance), I-tests 
and repeated measures ANOVA were used to test differences between U.S. and Korean 
respondents. Correlation coefficients and simple regression were used to examine 
relationships between variables across and within U.S. and Korean respondents. 
The result of correlation coefficients revealed that U.S. and Korean students holding 
more non-traditional values evaluated the global ads of apparel more positively than did U.S. 
and Korean students with traditional values, but results were weak overall. The Forward 
factor had a stronger relationship with ad ratings than did the Relate factor except in the case 
of Brand Attitude. In the U.S., there were moderately low significant relationships between 
Forward and two ad rating factors, Ad Attitude and Brand Attitude. Also, the Relate factor 
was moderately related with Brand Attitude in the U.S. students. In Korea, there were no 
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significant relationships between Forward vs. Relate and ad rating factors. Overall, traditional 
and non-traditional values did not explain a great amount of ad rating variables. 
Both U.S. and Korean students who perceived models in the global ads as more 
similar to themselves evaluated the ads more positively than did students who perceived 
models less similar to themselves in terms of Liking of Model, Ad Attitude, Brand Attitude, 
Product Attitude, and Purchase Intentions. These results supported similarity theories of 
attraction in which the more similar people feel to an other, the more they like the other 
(Byrne, 1971). Ad rating variables such as Liking of Model, Ad Attitude, Brand Attitude, 
Product Attitude, and Purchase Intentions were significantly related to Similarity to Model. 
Globalmindedness was not found to be related to ad rating variables. Also, the 
exposure to global media was not found to be related to ad rating variables. But the amount 
of exposure to fashion magazines and reading those magazines were related to ad ratings for 
U.S. respondents. Fashion Involvement also was found to be significantly related to ad rating 
variables for U.S. students, but not for Korean students. Liking of Model, Ad Attitude, Brand 
Attitude, Product Attitude, and Purchase Intentions were positively related to Fashion 
Involvement among U.S. students. Similarity to Model was found to be significantly related 
to Fashion Involvement only among U.S. respondents. The U.S. students more involved in 
fashion tended to feel more similar to the models and responded to the ads more positively. 
The results of repeated measure ANOY A found that there were significant differences 
in relation to Liking of Model, Ad Attitude, Brand Attitude, and Product Attitude between 
U.S. and Korean respondents while there were not significant differences with relation to 
Similarity to the Model and Purchase Intentions between U.S. and Korean respondents. U.S. 
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respondents were found to evaluate more positively the ads of Esprit, System, Otic, Benettoll 
and CK Jeans than did Korean respondents in terms of Liking of Model, Ad Attitude, Brand 
Attitude, Product Attitude, and Purchase Intentions. On the other hand, Korean respondents 
were found to evaluate more positively the Mook ad than did u.s. respondents. Mook is a 
new Korean brand taking innovative approaches to ad stylization. Interestingly, U.S. students 
evaluated the ads from two Korean brands, Otic and System, more positively than did Korean 
students. 
The results of analysis of variance of Similarity to the Model indicated that there were 
no significant differences as to how similar US. and Korean students felt to the Esprit, 
System, Otic, Benetton and CK Jeans models. In addition, the ethnicity of models, Caucasian 
and Asian, did not have clear impact on perceived Similarity to the Model or Liking of Model. 
Korean students did not respond more positively to the Korean model. 
Limitations 
In interpreting the findings of this study, a number oflimitations must be considered. 
1. The convenience samples were limited to a midwestern university in a small city in the 
US. and a major university in Seoul in Korea. The differences in the sizes of the urban 
areas could affect results. Most US. subjects were from small cities in Iowa and most 
Korean subjects were from large cities such as Seoul and Pusan. 
2. The convenience sample was limited to female college students whose age range was from 
eighteen to twenty-nine. The findings could not be generalized to male and other age 
groups or to the populations offemale students at the two universities. 
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3. Translation of questionnaires from English to Korean may not be exactly equal, but every 
effort was made to insure parallel forms. However, respondents from the two cultures 
may define concepts differently and may use response scales in different ways that 
influence finding of differences. Two cultures can only be compared with caution. 
4. The method of administering the ad portfolio stimuli differed across the two different 
nations in this study. In the U.S., an ad portfolio was used to present the ads to each 
U. S. respondent individually. Order of ads could be completely randomized across 
respondents. In Korea, slides of the six ad stimuli were shown to an entire class in the 
same order rather than providing each student with her own ad portfolio; with over 250 
students in a class, costs of producing portfolios was prohibitive. Order effects could not 
be controlled, and therefore, could have an influence on responses to the ads among 
Korean respondents. 
5. With real ads as stimuli and without the resource of an ad agency to produce ads for the 
study, the researcher could not precisely control contribution of ethnicity or other features 
of models or ads. 
Discussions 
The complexity of some of the findings begs further discussion and the positing of 
questions for further research. 
Value differences across cultures: U.S. vs. Korea 
U.S. students had significantly higher mean scores on non-traditional values and also 
higher scores on traditional values than Korean students did. There was also a significant 
78 
positive relationship between traditional and non-traditional value scores among US. 
students, however, no significant relationship between those values among Korean students 
was found. U.S. students profiled as more like "global consumers" who hold non-traditional 
values as well as traditional values simultaneously (van Rij, 1994). Korean respondents, 
citizens of a rapidly developing country, were more subdued and neutral in ratings of self on 
most values except conforming, self-centered, masculine, and rely on luck and fate. This 
could indicate response tendencies in Korean culture, or may reflect changes in how Korean 
consumers think of ideal self. This researcher has found informally that many Korean students 
in the US. feel that Korean college students today want to be self-centered, individualistic, 
independent, and search for self, holding western values similar to the "Generation X" of 
young people in the U.S. (Strauss & Howe, 1991). Young Korean consumers' values have 
been shifting from eastern values to western values. Their neutral ratings on many values 
could reflect uncertainties in self definition as young Koreans redefine what is Korean for their 
generation. In comparison, US. midwestern students come from a somewhat conservative 
area of the US. where family values are embraced at the same time non-traditional values are 
widely espoused. 
Values and similarity to the model 
The correlation coefficient between the non-traditional value factor and Similarity to 
the Model was higher than between traditional values and Similarity to the Model among U. S. 
and Korean students, but the strength of correlations were weak. Traditional values vs. non-
traditional values did not have clear impact on respondents' perceptions of the models' 
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similarity to the self Overally, non-traditional values should slightly stronger relationships to 
perceived similarity among Korean students. 
However, values did influence perception of similarity. The sum across differences 
between model and self-ratings on all value items explained a moderate portion of variance in 
ratings of model similarity. The traditional and non-traditional distinction in values is not 
helpful in understanding consumer perception of similarity to fashion models. Further study of 
values shaping perception of similarity is needed. 
Similarity and ad rating variables 
Respondents who perceived models in the global ads as more similar to themselves 
evaluated ads more positively than did students who perceived models as less similar to 
themselves among U.S. and Korean respondents. No difference in patterns of correlations 
were found between U.S. and Korean respondents. 
The students who felt similar to models evaluated the ads more positively in terms of 
Ad Attitude, Brand Attitude, Product Attitude, and Purchase Intentions. Liking of Model was 
most strongly related to Similarity to the Model. This result supported Byrne's (1971) 
similarity and attraction theory, in that perceived similarity leads to positive feelings for the 
similar other. Perceived similarity to the model was the strongest predictor of attitude toward 
the models, ads, brands, and products for both cultures, indicating that the similarity effect 
increases positive evaluation of many aspects of the ads. 
Fashion involvement and ad rating variables 
Fashion Involvement was an important variable to take into account as a mediator of 
responses to global ads. There were significant relationship between Fashion Involvement and 
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ad rating variables for U.S. respondents while no significant relationship between those 
variables was found among Korean respondents. However, mean score on fashion 
involvement in the U.S. was not significantly different with the mean score in Korea. Rhie 
(1985) found that the highly fashion involved Korean students were the heavy clothes buyers 
in her study. However, in the current study, Fashion Involvement did not have impact on ad, 
model, and product ratings. Why fashion involvement is such a poor predictor of Korean 
responses to apparel ads is unclear. Fashion involvement may strengthen the Korean student's 
involvement in clothing but does not reduce critical evaluation of ads and products. 
Considering Fashion Involvement with relation to number of magazines read and 
amount oftime spent reading fashion trends and topics in those magazines, U.S. students 
read significantly more magazines the more involved they were with fashion. However, 
among Korean only time spent reading fashion magazines showed a significant relationship to 
fashion involvement. Korean students may look at fashion magazines to keep in style, as 
fashionable appearance may be important for young Koreans. But spending time to actually 
read the magazines may be required before magazine use becomes a behavioral indicator of 
Fashion Involvement. 
Cultural similarities and differences between U.S. vs. Korean ratings of ads 
Considering responses toward the ads cross-culturally, there were no significant 
differences on perceived Similarity to the Model and Purchase Intentions, while there were 
significant differences between Korean and U.S. students on Liking of Model, Ad Attitude, 
Brand Attitude, and Product Attitude (See Table 5.1). On most of those variables, U.S. 
students evaluated the ads more positively than did Korean students except the Mook ad, a 
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Korean brand. There were no significant differences on responses toward the System ad with 
relation to Similarity to the Model, Ad Attitude, Brand Attitude, and Product Attitude 
between both U.S. and Korean respondents. 
Generally speaking, US. students had higher rating scores on most measures than did 
Korean students. US. respondents evaluated most of the ads more positively than did Korean 
respondents, perhaps because of cultural differences. Kikuta (1995) also found that Japanese 
respondents consistently rated ads less positively than did US. subjects. Korean people, and 
perhaps other Asian cultures, hold emotional control and quietness as virtues. It could be that 
Korean respondents' lower rating scores than US. students when evaluating the global ads 
reflect cultural constraint. If so, the Koreans' more positive evaluation of the Mook ad must 
indicate tremendous liking for that brand. 
Table 5.1. Table of ANOVA significance with relation to ad rating variables between U.S. 
vs. Korea 
AD 
Variable Esprit System Otic Benetton CKJeans Mook 
Similarity to the Modela X X X X X o (U.S.) b 
Liking of Model o (U.S.) b o (U.S.) b o (U.S.) b o (U.S.) b o (U.S.) b o (Korea) b 
Ad Attitude o (U.S.) b X o (U.S.) b o (U.S.) b o (U.S.) b o (Korea) b 
Brand Attitude o (U.S.) b X o (U.S.) b o (U.S.)b o (U.sl X 
Product Attitude o (U.S.) b X o (U.S.) b o (U.S.) b o (U.S.) b o (Korea) b 
Purchase Intentions a X o (Korea) b X X o (U.S.) b o (Korea) b 
0: significance, X: no significance 
aBased on non-significant repeated measures test 
~ation with significantly higher score listed in parentheses 
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It can not clearly be generalized that the standardized global ads did not work well in 
Korea. Their ratings were, however, more neutral overall, perhaps because Koreans relate 
less strongly to the westernized images. The Korean respondents to the Mook ad indicate that 
they can be fairly positive to globalized ads, particularly made by innovative Korean firms. 
Proposed Models 
Conceptual models were proposed to map relationships of variables for U.S. and 
Korean respondents (See Figure 5.1 and Figure 5.2). The models suggest directional effects 
of variables, causal relationships that require further testing. In the U.S., non-traditional 
values and traditional values were correlated to each other and moderately related to Fashion 
Involvement. Both value variables were also weakly related to ad rating variables. In Korea, 
non-traditional values and traditional values were not related and only non-traditional values 
had weak impact on Fashion Involvement as well as Globalmindedness and ad ratings (weak 
effect). 
Affordability was related to ad ratings and strongly to Purchase Intentions in the U.S., 
while Affordability had no relationship to Purchase Intentions or ad ratings among Korean 
students. U.S. students may show this practical approach because they tend to buy clothing 
with their own money while Korean students' parents may cover the cost of clothing for their 
children in college. 
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-== FI ....... ;erzo,- Similoiritylo the model III ~ AfTonlability 
Figure 5.1. Proposed model of variable relationships to global ad ratings in the U.S. 
Note: Non-trad = non-traditional value factor, Trad = traditional value factor, FI = fashion 
involvement, Read = the amount of time spent reading fashion magazines, Mags = number of 
magazines respondents looked at 
moderate to strong correlation 
weak correlation 
proposed directional relationship 
variables in circles are correlated and relate similarly to other variables 
Non-traditional values were weakly related to perceived Similarity to the Model in 
Korean students while non-traditional and traditional values in U.S. students were not related 
to Similarity to the Model. Korean students who were more non-traditional tended to feel 
more similar to the models. In the U.S., students higher on Fashion Involvement felt more 
Similarity to the Model. 
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Non-trad <i;<1::t------------it> Globalmindedness 
I • 
V 
FI Similarity to the model :: 
Figure 5.2. Proposed model of variable relationships to global ad ratings in Korea 
Note: Non-trad = non-traditional value factor, Trad = traditional value factor, FI = fashion 
involvement, Read = the amount of time spent reading fashion magazines, Mags = number of 
magazines respondents looked at 
moderate to strong correlation 
weak correlation 
-----1~ proposed directional relationship 
variables in circles are correlated and relate similarly to other variables 
Read and Mags, which were moderately related to Similarity to the Model as well as 
ad ratings among U.S. students, were behavioral indicators of Fashion Involvement. 
However, in Korea Fashion Involvement was related only to Read and not directly related to 
Similarity to the Model or to ad ratings. 
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Conclusions 
Regarding responses toward the global ads cross-culturally, there were no significant 
differences on Similarity to the Model and Purchase Intentions between US. and Korean 
students. Otherwise, US. students evaluated the ads more positively than Korean students 
did, except for the Mook ad, a Korean brand. The lower rating by Korean students might be 
caused by their traditional cultural values such as emotional control. Or most ads may not be 
appealing to Korean students. However, their positive responses to the Mook ad indicates 
that Korean students are not resistant to globalized ads. 
U.S. students were very open-minded consumers who seemed to look past ethnicity or 
country of origin of brand in evaluating ads. Globalized ads were generally accepted by the 
Korean students. Korean young consumers are brand-oriented customers (Lee & Burns, 
1993; Kim, 1996); therefore, global marketers or advertisers should work out an advertising 
strategy concentrated on brand-image and westernized advertising setting for Korean 
consumers. Korean consumers may think that westernized images are fairly positive for 
fashion products. 
According to this current study, standardized global advertising worked well both in 
the US. and Korea. However, Keegan (1995) recommended that global advertising have 
some localized component. It is not clear that a local component is necessary in advertising 
apparel to Korean college students. Localized components may even reduce Korean 
perceptions of fashion-forwardness in apparel ads. Localized approaches may be effective 
with some products more than others. More research is warranted. 
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Suggestions for Further Research 
The following empirical or interpretive studies are suggested for exploration based on 
the findings of this study. 
1. The relationships between self-values and models' -values could be further explored. The 
results revealed that the less difference between self-values and perceived models' -values, 
the more similar respondents felt to a model in an ad. More finely examining components 
of self-image that trigger similarity to a model could be explored in-depth to increase 
understanding of the image meanings that shape judgments of similarity. 
2. This study examined only standardized global ads in terms of their effectiveness across 
nations. The comparison of standardized vs. localized ads in relation to their effectiveness 
across nations could be examined in further study. The effectiveness of localized 
components in ads could be experimentally tested by using computer scanning to 
manipulate backgrounds and other ad components. For example, the ethnicity of a model 
could be changed by scanning in a different face on a model, with careful matching of skin 
color to other exposed skin areas. 
3. Gender could be an interesting issue in further study. A study of whether gender affects 
response toward globalized ads, and whether there are existing gender differences with 
relation to self-values, fashion involvement, globalmindedness, travel and media 
experiences, and similarity to the model would be helpful. 
4. Similarity to the model in relation to a larger than average sized model vs. thin-sized model 
could be examined to compare respondents' self-image to model-image. 
5. Forced choice rating scales without a neutral choice are suggested for Asian respondents 
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who may tend to use scales more neutrally. Simple comparisons of mean differences in 
cross cultural studies must be interpreted cautiously. Mean differences may not represent 
actual differences when two cultural groups use scales differently. 
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APPENDIX A: U.S. VERSION OF INSTRUMENT 
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You have 3 booklets: 
Personal Data Questionnaires, Ad Portfolio, and Ad Ratings. 
START WITH THIS BOOKLET 
BEFORE OPENING BOOKLET #2 
Personal Data Questionnaires 
Booklet 1 
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Self-Image 
Directions: Rate yourself on the following characteristics as to how much they apply to you. 
Are you? 
ou circled 5, that would mean the word somewhat a 
Do you? 
rely on luck and fate .' 
. get along with other people 
live for present ..' '. 
like to be free 
have strong family ties. ..•.. . 
search for self 
gefcilOllg with authoritY .... 
.' . 
3 
3 
3 · 
3 
3 
3 
3 
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Attitude toward Cultures 
Directions: We are interested in fmding out how much you agree or disagree with each of the statements 
which follow. After each statement there is a set of possible responses as follows: 
1 2 3 4 5 6 7 
Strongly Disagree Slightly Uncertain or Slightly Agree Strongly 
Disagree Disagree Neutral Agree Agree 
You are asked to read each of the statements and then to circle the response which best represents your 
immediate reaction to the opinion expressed. 
~#' #:~~ ~ ~o ~ V~r!P~0~ O~~0 ta·rJJ "o-oStfS <:)'" o~ 
1. Culturally mixed marriages are not 1 2 3 4 5 6 7 
wrong. 
2. It would be better to be a citizen of the 1 2 3 4 5 6 7 
world than of any particular nation. 
3. Our responsibility to people of other 1 2 3 4 5 6 7 
nations ought to be as great as our 
responsibility to people of our own country. 
4. Any healthy individual. regardless of race 1 2 3 4 5 6 7 
or religion. should be allowed to live 
wherever shelhe wants to in the world. 
5. Our schools should teach the history of 2 3 4 5 6 7 
the world as well as history of our own 
nation. 
6. Our country should permit the 2 3 4 5 6 7 
immigration of foreign people. 
7. I love to travel if I have time and 1 2 3 4 5 6 7 
money. 
8. I am uncomfortable around foreigners. 1 2 3 4 5 6 7 
9. I like to decorate my home or office 2 3 4 5 6 7 
with artifacts from other countries. 
10. If I lived abroad, I would spend most of 2 3 4 5 6 7 
my personal time with people from my 
own country. 
11. I enjoy watching TV programs dealing 1 2 3 4 5 6 7 
with topics about other cultures. 
12. I am interested in the history of other 1 2 3 4 5 6 7 
countries. 
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Travel and Media Experiences 
Directions: Please check the appropriate item or answer to each question. 
1. Have you traveled to another country? Yes No . (if No, go to question 3) 
If your answer is Yes, how many months have you been in another country at anyone time? 
__ less than 1 month 
__ 1 month to less than 3 months 
__ 3 months to less than 6 months 
__ 6 months to less than 9 months 
__ 9 months to less than 12 months 
__ more than 12 months 
2. How many countries have you been to outside of your home country? Please write in (put 0 if none). 
number of countries. 
3. In a typical week, about how much attention would you say you pay to international topics on TV, 
radio, or newspapers? 
__ never 
__ seldom 
__ sometimes 
__ frequently 
__ very much 
4. Approximately how many hours per week would you say you spend paying attention to music 
videos on TV or on video? Please write in your estimate: 
__ hour(s) __ minute(s) per week. (put 0 if you do not watch music videos on TV or on video) 
5. Please check the following magazines in which you would say you look at fashion trends or 
topics? (if you never look at fashion, go to question 7) 
__ Elle (U.S.) 
__ W 
__ Vogue (U.S.) 
__ Mademoiselle 
__ Marie Claire 
__ Seventeen 
__ 20ans 
__ Elle (Korea) 
__ Harper's Bazaar 
__ Self 
__ Ms. 
__ Marie Claire (Korea) 
__ The Collection 
__ Non-no 
__ ID 
__ Glamour 
__ Ebony 
__ Good Housekeeping 
__ Cosmopolitan 
__ Le Collezoni 
__ Other 
Please write down the title of magazines in which you look at fashion trends or topics, if the magazine 
isn't above. 
--------------------------------------
6. How frequentl!, would you say you look at fashion trends or topics in those magazines? 
_never 
_less than once a month 
_once a month 
_twice a month 
_three times a month 
_four times a month or more 
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7. How many movies do you usually watch per month at a theater, on video or on TV? 
Please write in your estimate: ____ movies per month. (skip question 8 if you do not 
watch films) 
Other Asian 1 2 3 4 5 
*Other 1 2 3 4 5 
*Please write down the name of "Other" countries if you circled 2 - 5: ________ _ 
Fashion Involvement 
Directions: The purpose of the following questions is to measure a person's involvement or interest in 
fashion in clothing. Please indicate your feelings about clothing on the series of descriptive scales. 
Circle the number that best describes your answer. 
What are your feelings about fashion in clothing? 
unimportant 1 2 3 4 5 ' ... ·.·6:>:.j" ..... " .• " .•...... inirinrtarif .... :..' c. .' .1".,.. ............ ' /\ •..•.•.•.••• ,' •. , •.••. 
uninteresting 1 2 3 4 5 
irrelevant 1 2 3 4 5 
6 7 interesting 
6 .......•...•... ·.'.· •. 1.·;;[a:i~IreleVantI..:.;.,::.·.; ..... 
means nothing to me 1 2 3 4 5 6 7 means a lot to me 
worthless 1 2 3 4 5 
unexciting 1 2 3 4 5 
unappealing 1 2 3 4 5 
mundane 1 2 3 4 5 
not needed 1 2 3 4 5 
not involving 1 2 3 4 5 
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Demographic Characteristics 
Directions: The following questions ask for infonnation about yourself. Please answer the questions or 
check the item that best describes yourself. 
1. What is your age? ___ years 
2. What is your gender? Female. ___ _ Male. ___ _ 
3. What is your nationality? U.S. ___ _ Other _________ (please describe) 
4. Where is your home-town? (please write in) ________________ _ 
5. What is your year in school? 
___ Freshman 
___ Sophomore 
___ Junior 
___ Senior 
___ Graduate student 
___ Special student 
6. What is your college? (check two if joint major) 
___ Agriculture 
___ Business Administration 
___ Design 
___ Education 
___ Engineering 
___ Liberal Arts and Sciences 
___ Family and Consumer Sciences 
___ Sciences and Humanities 
___ Veterinary Medicine 
7. What is your major? (please write in) ___________________ _ 
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Booklet 2 
Ad Portfolio 
This is a portfolio which has 6 ads. 
Look at each ad one at a time and 
rate each ad on the pages provided in the third booklet of 
ad rating questionnaires. 
PLEASE DO NOT WRITE ON THE ADS. 
Please start now. 

# 388 
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but everything in life doesn't have to be 
rocket science, 
does it? 
UNITED COLORS 
OF BENETTON. 
# 577 
# 711 
mook' 
BlACK (OORONATION 
102 
Thank you very much for your cooperation. 
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Booklet 3 
Ad Ratings 
You now will look at 6 ads in Booklet #2. 
On the following answer sheets please write down the number 
labeled on an ad before answering the questions about the ad. 
Please start now. 
How You See the Model 
Directions: Please circle the number to indicate how much the word or phrase describes the model. 
Does the model look like a person who (is) ? 
Similarity to Model 
Do you feel you are similar to the model in this ad in any way? 
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Liking of Model 
Directions: Please indicate your opinion of the model in the ad by circling the appropriate number. 
My feelings toward the model in the ad are that she is: 
6 
6 «< ••• ..z" .. "......app~~~g> ·····:r6·Lil;;~H! .···1·0·'111:3;;.t~.(Il~niOdef' .. :·.· ..• ·•·· •• ··.·.·.·'··.·' ... ' 
6 7 I will try to look like 
the model 
Attitude Toward the Ad 
Directions: The next set of questions concerns your feelings toward the ad. Circle the number that best 
describes your feelings about the statement you are rating. Remember to answer in reference to the 
whole advertisement and not just the product or model. 
My feelings toward the ad are that it is : 
unattractive 
dull 
not fun to look at 
notinte~~~ng" ......... . 
not underspmclab.~;:./ 
unfashionable 
notaeceptablemmy 
culture . 
1 2 
My feelings toward the ad are that it: 
is conselVativc' "1 2 
makes me curious 1 2 
does not keep 1 2 
my attention 
I dislike the ad 1 2 
3 
j 
3 
3 
3 
3 
3 
3 
3 
3 
3 
3 
4 
4 
4 
3 4 
3 4 
5 
5 
5 
5 
5 
5 
5 
6 7 attractive 
(; 
6 
··::}1. r 'cr:. ···;~,.··j~p#>YQ(:a~fv~......... ....... ....; ...........  
7 does not make me 
curious 
7 I like the ad 
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BrandlProduct Attitude 
Directions: We would like to know your feelings about the brand in the ad. 
My feelings toward the brand in the ad are that it is: 
I dislike the brand 1 2 3 4 5 6 7 I like the brand 
The brand is from what country? (please check one.) 
r::,;I;::UlS, .. >,:.~.· .• '~.o .. :ea.:.·.·gJ:.B.K. ··n .. ".o.  ·.· .•.~ .• · •.•• g~i.··.l.· • •.. ;. ji.:f .•.••.• ·. ;,··.·,i.··.·.r.'panc.·.e.' ••.••. I .•• ·.r .• ·. rr,' •• :': .. ;·itaiy . ,<;·;>:r3iWM;).····i.,.:iiD.····Korea ~?"Q6i ... ." . ...'··!QtJier:(p:t~~):le§~~)., 
Directions: Please rate your overall feelings about the outfit (clothing, shoes, accessories) shown on the 
model you rated: 
My feelings toward the outfit shown on the model in the ad is: 
useless 1 2 
disagreeable 1 2 
i·tljsl~Jli~·9iiffiIXll:;:tf·I[1:}i·0<in·· 
'3' 
3 
3 
3 
3 
4 
4 
4 
4 
4 
Purchase Intentions 
Direction: The following questions concern the likelihood that you would purchase the apparel in the ad. 
Read the descriptions on each end of the scale and circle the number that best describes your feelings 
about the statement you are rating. . 
How likely is it that you will buy any of the clothing, shoes, or accessories shown in the ad within the 
next half year? 
unlikely·',.··· •..... 2 3 4 5 6 
impossible 2 3 4 5 6 7 possible 
Can you afford the outfit pictured in the ad? 
strongly disagree 1 2 3 4 5 6 7 str()n~yagree .... ······· 
Go to the next page and the next ad. 
How You See the Model 
Directions: Please circle the number to indicate how much the word or phrase describes the model. 
Does the model look like a person who (is) ? 
1 
1 
Similarity to Model 
Do you feel you are similar to the model in this ad in any way? 
. str6ngIy dissitililar .... 
108 
Liking of Model 
Directions: Please indicate your opinion of the model in the ad by circling the appropriate number. 
My feelings toward the model in the ad are that she is: 
Attitude Toward the Ad 
Directions: The next set of questions concerns your feelings toward the ad. Circle the number that best 
describes your feelings about the statement you are rating. Remember to answer in reference to the 
whole advertisement and not just the product or model. 
My feelings toward the ad are that it is: 
unattractive 1 2 
unappealing· .•••• ·•······ "»/, •. ···.··.·.l>i :·:'2 .. ·.··•·· 
dull 1 2 
unenjOYable<: .....••..•.••.... >; :1" .... 2 
not fun to look at 1 2 
boring> ....,< .• '1 2 
not i[lteresting 1 2 
notUJl<furstaoc.lai)i~ .. >::; 12'., 
unfashionable 1 2 
not acceptablemlllY '1 2 
culture ..' 
My feelings toward the ad are that it: 
is conservative 1 2 
makes me curious 1 2 
does not keep 1 2 
my attention 
I dislike the ad 1 2 
3 
3 
3 
3 
4 
4 
4 
4 
4 
4 
6 7 attractive 
5 6 7 dynamic 
.' s<i> .•••.. 6 if;"':?f:'Jj;f;~~joy~~i~I;;Si; ...... . 
5 6 7 fun to look at 
5 67 ..;. j~'pmV,,~airve'" 
5 6 7 does not make me 
curious 
5 6 <cT"<keepsmyattention ... 
." :-': ........• :: ••.•...•.......•.•.• :' .•.. : ••.• :-..••.•• : .••. : .•.. :~ ." .. :: .: .... : .. :: .. ::, ::. :" ..... ', .. :.,: : . ." : :" ,:",:":::>:,,:> .,'::,:--: 
. , ··;::;·~i:.,-.. :,;.~ ::,::;,::,:: :"-::) .;::.::-:"r,"'.,::::::.:;·< :(-'),.::"~~:'::~.;/.><:., .. :.~:, .: . 
5 6 7 I like the ad 
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BrandlProduct Attitude 
Directions: We would like to know your feelings about the brand in the ad. 
My feelings toward the brand in the ad are that it is: 
I dislike the brand 1 2 3 4 5 6 7 I like the brand 
The brand is from what country? (please check one.) 
Directions: Please rate your overall feelings about the outfit (clothing, shoes, accessories) shown on the 
model you rated: 
My feelings toward the outfit shown on the model in the ad is: 
useless 1 2 
Wlf~ypntJ)f~'!lllt;;::!;:D:l::: "lii;' :: .. tL,.;:~. 
::~i:~~~outtit:.~':1;1i·~r~·';":i'i':)~\ . 
3 
3 
3 
3 
3 
4 
4 
4 
4 
4 
5 
5 
6 7 agreeable 
.. , .' 6 ,t.:,;·:'I:;7j:~:!J{~·i·~:'::I·ljk~"$e,Q~tt3.f;;1:?·t 
Purchase Intentions 
Direction: The following questions concern the likelihood that you would purchase the apparel in the ad. 
Read the descriptions on each end of the scale and circle the number that best describes your feelings 
about the statement you are rating. 
How likely is it that you will buy any of the clothing, shoes, or accessories shown in the ad within the 
next half year? 
unlikely 1 2 3 4 5 6 J ..• ·· ...... i:lilcely; .... .. 
impossible 1 2 3 4 5 6 7 possible 
Can you afford the outfit pictured in the ad? 
strongly disagree 1 2 3 4 5 6 7 ' · .• ·.·.·.·.·.·stroIlglyagtee.....; 
Go to the next page and the next ad. 
How You See the Model 
Directions: Please circle the number to indicate how much the word or phrase describes the model. 
Does the model look like a person who (is) ? 
gets along with other people 
lives for present:, .... 
likes to be free 
has strong family ties. ........ . 
searches for self 
. gets along with authority ... 
Similarity to Model 
Do you feel you are similar to the model in this ad in any way? 
·4· ...... . 
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Liking of Model 
Directions: Please indicate your opinion of the model in the ad by circling the appropriate number. 
My feelings toward the model in the ad are that she is: 
fffi:~t~~m@~iii 
I won't try to look 
like the model 
1 
':l::i··········· 
1 
Attitude Toward the Ad 
Directions: The next set of questions concerns your feelings toward the ad. Circle the number that best 
describes your feelings about the statement you are rating. Remember to answer in reference to the 
whole advertisement and not just the product or model. 
My feelings toward the ad are that it is : 
unJ~leiltSaIJl!;/;;5%;<·;r;/.);: L.\ •. .J,.,.t.., .• >ii;· •••• /~ .. ,. '3' 
unattractive 1 2 3 
....... >< ...•......... -... /:",.:: ..... '.-~.:::.~.~.:~:: :-:.:.,:~: .l:::":./;::' .. ,~ .:, .: .......... -: ._·.n .".. . 
unapp¢almg.\>.)/: ." ',2i;' '3 
~n 1 2 3 
unenjoYabl~,····t>·· .··~··>2 3 
not fun to look at 1 2 3 
boring,:) ·····2 3 
not inte~~ting... .................... 2 3 
not Ullderstandable.; 2 3 
unfashionable 2 3 
not acceptable ili my . 2 3 
culture. . 
My feelings toward the ad are that it: 
is conservative 1 2 3 
makes me curious 1 2 3 
does not keep 1 2 3 
my attention 
I dislike the ad 1 2 3 
4 5 
4 5 
. 6' ···;7.:\.\i~piijvoBati\ib·N ..... '.' ... , 
6 7 '. does not make me . 
curious 
4 5 
4 5 7 I like the ad 
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BrandlProduct Attitude 
Directions: We would like to know your feelings about the brand in the ad. 
My feelings toward the brand in the ad are that it is: 
7 ". p()~~!iv~ 
>7 i\v.'highqualitY' 
7 I like the brand 
The brand is from what country? (please check one.) 
Directions: Please rate your overall feelings about the outfit (clothing, shoes, accessories) shown on the 
model you rated: 
My feelings toward the outfit shown on the model in the ad is: 
useless 
disagreeable 1 2 3 
Idisllketile outfif . ,., ".1'> . ". ····2· , . "3 
4 5 
:idS 6 7 agreeable 
,6'>·. 'is: ·'X'I;1iket.he ouifitti""':'::··· 
Purchase Intentions 
Direction: The following questions concern the likelihood that you would purchase the apparel in the ad. 
Read the descriptions on each end of the scale and circle the number that best describes your feelings 
about the statement you are rating. 
How likely is it that you will buy any of the clothing, shoes, or accessories shown in the ad within the 
next half year? 
unlikely 1 2 3 4 5 6 7 likely 
impossible 1 2 3 4 5 6 7 possible 
Can you afford the outfit pictured in the ad? 
strongly disagree 1 2 3 4 5 6 7 strongiyagree 
Go to the next page and the next ad. 
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How You See the Model 
Directions: Please circle the number to indicate how much the word or phrase describes the model. 
Does the model look like a person who (is) ? 
····sejf2rellant·:x········ 
fashionable 
self-determined 
individualistic 1 
.. eniQtiorially~e~p~s~iye·I;r ..•• ,·· .• ···•·•··· ..•• ··.·.,.,·.·· .• ;}i5··········· 
safety-seeking 1 
.pessiIiilsrlc .• ·•.• ..• ···.·.···;:·i··.·.···..·· ......... \.; ........ . 
outgoing 
.futUre';'orierited:\·· ........ . 
risk~poo.ng .......... . .......... ' .' ..................•.... 
irreyeren~to~ard authority . 
conforming. ....... . 
relies on 111ckand 'fate; 
gets along with other people 
lives. forpresent,it. .. 
likes to be free 
has strongfainily ties 
searches for self 
gets along with authority 
1 
:} 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
2 
2 
2 
2 
2( 
2 
"2· 
2 
2 
2 
2 
2 
2 
2 
2 
2 
2 
j 
3 
3 
3 
3 
3 
3 
3 
'3 
3 
3 
3 
3 
3 
3 
Similarity to Model 
Do you feel you are similar to the model in this ad in any way? 
3 
4 
4 
4 
4 
'4 
4 
4' 
4 
4 
5 
5 
5 
5 
5 
5 
6 
6 
6 
6 
6 
6 
7 
7 
7 
·'7 
7 
"7 
7 
7 
7 
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Liking of Model 
Directions: Please indicate your opinion of the model in the ad by circling the appropriate number. 
My feelings toward the model in the ad are that she is: 
11l1:ap~~iItg .....< ." <'<.<'.' .<.< ..••.••...••.•.•..... 1 <' .....•..........•.• 2. ... . 
1 dislikem¢~()Q~I;i) •••.. ·•· .• ·.1<;<·<··2>/ 
I won't try to look 1 2 
like the model 
3 4 
3 4 
5 6 7 app~a1ing 
5:>( :i6 ··{'::;:,j'l;7~· ··:;/;):·likC the· model 
5 6 7 I will try to look like 
the model 
Attitude Toward the Ad 
Directions: The next set of questions concerns your feelings toward the ad. Circle the number that best 
describes your feelings about the statement you are rating. Remember to answer in reference to the 
whole advertisement and not just the product or model. 
My feelings toward the ad are that it is : 
unattractive 1 
unappeanng·i r ....... 'r 
dull 1 
unen,;oyable( ..... it 
not fun to look at 1 
boring ····1 
not interes~ng 1 
notunderStandable·.l··· 
unfashionable 
not acceptable in my 
culture .' 
1 
l' 
'3 
2 3 
2 3 
2 3 
2 3 
2 3 
2 3 
2 3 
2 3 
2 3 
2 3 
My feelings toward the ad are that it: 
is conservative 1 2 3 
makes me curious 1 2 3 
does not keep 1 2 3 
my attention 
I dislike the ad I 2 3 
"'4.,' 
4 
4 
4 
4 
4 
4 
4 
4 
4 
4 
4 
4 
4 
4 
5 6 7 attractive 
····5· .. ". ~..>i:{:~l:'I;·.(;Tt.:·appeaHng· ....:.; .. 
5 6 7 dynamic 
'5' ........•.•.. ·6I;·:;:t:;:/.:t;l!~njoya~I~.>:~; ... 
5 6 7 fun to look at 
5 .' . r6;.V'-:·::7j;i?'l:J10~ t>OliDg" ;.\:; .. 
5 6 I< .. < .. tnt~rest!ng ... '. '. <i •...• 
5>.. "6:; ..... !>i(i.1:lIlderstandableL. 
5 6 7 fashionable 
5 6 "7. 'iacCeptableiliiriy 
: .... ; .• :;~.: ..... . .... .culttlI'f;. . •.. , . 
5 6 7 . ';ispi()y(,cati~e' 
5 6 7 does not make me 
curious 
5 6 k~ps my attention 
5 6 7 I like the ad 
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BrandlProduct Attitude 
Directions: We would like to know your feelings about the brand in the ad. 
My feelings toward the brand in the ad are that it is: 
Directions: Please rate your overall feelings about the outfit (clothing, shoes, accessories) shown on the 
model you rated: 
My feelings toward the outfit shown on the model in the ad is: 
useless 1 2 3 4 5 6 7 useful 
Purchase Intentions 
Direction: The following questions concern the likelihood that you would purchase the apparel in the ad. 
Read the descriptions on each end of the scale and circle the number that best describes your feelings 
about the statement you are rating. 
How likely is it that you will buy any of the clothing, shoes, or accessories shown in the ad within the 
next half year? 
unlikely 1 2 3 4 5 6 7. ... ;\ .•. illc~ly' '," 
impossible 1 2 3 4 5 6 7 possible 
Can you afford the outfit pictured in the ad? 
strongly disagree 1 2 3 4 5 6 
Go to the next page and the next ad. 
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". ·····}·····:··:::·: .. :'···' .. f·::;:··· '<:":-"::.-:" ::/: .. ::".:: ... :':/ 
:.;:" ... ::,,:::.:: .... ":::{: :~.:.; ". .:. ·~·::c::J·;,;::: ::.". . ... y-. 
How You See the Model 
Directions: Please circle the number to indicate how much the word or phrase describes the model. 
Does the model look like a person who (is) ? 
fashionable 
individualistic 
eIrioti~naily~expI'~ssiVei .... '" 
safety-seeking 
pessiDiis~icr:".",:} ••• "'·.;'·'·'·'········· 'c·.·· ......... . 
outgoing 
fu~:-orieIlt:e'd .•.•...••....•..•.•..•••.•...•. : •...••..•.•.•.... : ..•....•.....•............. 
risk~~ng 
~y~~ntt9;yifrti·.~uili6ritY'···.·i •. ;.··.· 
~on~()~ng 
. reliesonluckandfaie';) .. 
gets along",ith other pe()pl~ 
li'vesJorpresent.· ..' .' . 
likes to be free 
has strong family ties.. . 
searches for self 
gets along with authority 
~~~ 
rP~ ~ <::J~ 
",q 
1 
1 
············:rr···· 
: .. ::,:-
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
2 
2 
":.:-:: 
";2· 
2 
2···. 
2 
2 
2 
2 
2 
2 
2 
2 
2 
3 
3 
3 
3 
3 
3 
3 
3 
3 
3 
Similarity to Model 
Do you feel you are similar to the model in this ad in any way? 
stfollgIydissimilar ·"1 .2 4 5. 
#:~~ ~ ~~c!P~0~ ~C$ Ib ~O~0 
.. ,e§- ra ",~~ 
"7. 
4 5 6 7 
5 6 7 
4 5 6 7 
4 5 6 7 
4 5 6 
4 5 6 7 
5 6 
5 6 7 
S '" '} 
.;stWngly.similar······· 
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Liking of Model 
Directions: Please indicate your opinion of the model in the ad by circling the appropriate number. 
My feelings toward the model in the ad are that she is: 
unappealing 1 2 3 4 5 6 7 
IffisIik~the.i1lQdelr;: f>c ··.2 ..• ··.·3. • ..... ..... 4~ ..../:'<~(iFt·6i:f,';:::J.: 
appe~ing 
·;;;;J~~eIIlodet·.·:·· •. 
I won't try to look 1 2 3 4 5 6 7 I will try to look like 
the model like the model 
Attitude Toward the Ad 
Directions: The next set of questions concerns your feelings toward the ad. Circle the number that best 
describes your feelings about the statement you are rating. Remember to answer in reference to the 
whole advertisement and not just the product or model. 
My feelings toward the ad are that it is : 
unattractive 1 2 
unappeaIijii·;(:· ••• :,.··..)}Wt:?·· :.· .•• ·i·.i···· 
dull 1 2 
unenjoYable'···r·; .• f· 2 
not fun to look at 1 2 
boling'} 2 
not interesting 1 2 
not widfisfunclable ••••.•..•• J . 2 
unfashionable 1 2 
not acceptable in my ·1 '2 
culture 
My feelings toward the ad are that it: 
is conservative } 2 
makes me curious 1 2 
does not keep 1 2 
my attention 
I dislike the ad 1 2 
3 
3 
3 
3 
3 
3 
3 
3 
3 
3 
3 
3 
3 
3 
4 
4. 
4 
4 
4 
4 
4 
4 
4 
4 
4 
4 
4 
4 
5 
5 
5 
5 
5 
6 7 attractive 
...•..•. ~ ..••.•...... : .. ;; •.• ···j; .. {~!fu~i~\ ; ..... >( ..... 
6 7 fun to look at 
6 
6 
6 
6 
..••.. Z..<.<:!!!t.~~~~t!ng 
i:jJ;n?~j·.··L/!tIl<l~~~4a1?1~ .. !;;;· •• ·;···.·.·.·.··· .' 
7 fashionable 
:.: ;':~. :::':·:~t··::.· ~." .. ,;: .:.::?:.ac.ceptable.·.m .. :~y::····:".::· ": .. ~i': 
....• ,.,,:.;,. i..culwre.>. ..... • ..•... / 
7. ·:1·isp~v~caiive;·.·· 
7 does not make me 
curious 
7> 'keeps my attention· 
. . 
~ x.: ::. f:;"; ". ,:: .. :, .. " .
7 I like the ad 
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BrandlProduct Attitude 
Directions: We would like to know your feelings about the brand in the ad. 
My feelings toward the brand in the ad are that it is: 
I dislike the brand 1 2 3 4 5 6 7 I like the brand 
Directions: Please rate your overall feelings about the outfit (clothing, shoes, accessories) shown on the 
model you rated: 
My feelings toward the outfit shown on the model in the ad is: 
useless 
disagreeable 1 2 3 
id1sllk6the'(;uifiii >:;"i1jr ;21":,3' 
Purchase Intentions 
Direction: The following questions concern the likelihood that you would purchase the apparel in the ad. 
Read the descriptions on each end of the scale and circle the number that best describes your feelings 
about the statement you are rating. 
How likely is it that you will buy any of the clothing, shoes, or accessories shown in the ad within the 
next half year? 
unlikely 1 2 3 4 5 6 .. ,. ~ "likely;,; .. 
impossible 1 2 3 4 5 6 7 possible 
Can you afford the outfit pictured in the ad? 
strongly disagree 1 2 3 4 5 6 7 . stionglyagree ... 
Go to the next page and the next ad. 
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How You See the Model 
Directions: Please circle the number to indicate how much the word or phrase describes the model. 
Does the model look like a person who (is) ? 
Similarity to Model 
Do you feel you are similar to the model in this ad in any way? 
strongJy dissiinilar 2 3 4 
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Liking of Model 
Directions: Please indicate your opinion of the model in the ad by circling the appropriate number. 
My feelings toward the model in the ad are that she is: 
unappealing 1 2 3 
ldisiil2~,th~~Odei,!.,.:'.li· "}2\:3 ". 
I won't try to look 1 2 3 4 
like the model 
Attitude Toward the Ad 
Directions: The next set of questions concerns your feelings toward the ad. Circle the number that best 
describes your feelings about the statement you are rating. Remember to answer in reference to the 
whole advertisement and not just the product or model. 
My feelings toward the ad are that it is: 
unpjeasag(!!·,{·:'·.· ••• ·.(·1· •. ·•·.····.••····•• .' ' •• 2 
unattractive 
unappehlh}i:) .' 
dull 
1 2 
.'.W' !·f······;···· ':·2 
1 2 
unenJ6Yabte:::~,'<1 . ' .. 2 
not fun to look at 1 2 
bOritig.·t2 
not interesting 1 2 
not understandable ...... 2 
unfashionable 1 
not acceptable iD my 1 
culture 
2 
2 
My feelings toward the ad are that it: 
is conservative 1 2 
makes me curious 1 2 
does not keep 1 2 
my attention 
I dislike the ad 1 2 
3 
... 4 
3 4 
3 4 
3 4 
3 4 
3 4 
3 4 
3 4 
3 4 
3 4 
3 4 
3 4 
3 4 
3 4 
3 4 
5 6 7 attractive 
5 6 7 d~naJllic 
.' ·······.··6 .. :.:.;'1.T.e.~njoyabi~·c< .•.... :: •. ' 
5 6 7 fun to look at 
5 ..... i 6<7 w ••• ~c>it?<>fi~g 
5 
5. 
6 7 interesting 
·.tSi/!:,!·7; .;;,<lll}(Jers~«Ia~iel. " ..... 
5 6 7 fashionable 
5 
' •. 6!!7L; .. ;;::,.~ ... re ...... ~..... ~. tab .  " ..•. I ..•.~ ... ·.•·.·iriJDy:.···.·.··· 
."' '," ,", . ." ,' ... /',,":-<':;.:/",:. ·c: . 
5 6 7; •....•• ! .•• isproyoc;ative 
5 6 7 does not make me 
curious 
5 6 keeps m)'attentlon 
5 6 7 I like the ad 
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BrandlProduct Attitude 
Directions: We would like to know your feelings about the brand in the ad. 
My feelings toward the brand in the ad are that it is: 
Directions: Please rate your overall feelings about the outfit (clothing, shoes, accessories) shown on the 
model you rated: 
My feelings toward the outfit shown on the model in the ad is: 
useless 1 2 3 3 d . 
disagreeable 1 2 3 
t'dislikeijl~'9iitfif';" .':1>;>·' ··;.2;;:"23i .. 
Purchase Intentions 
Direction: The following questions concern the likelihood that you would purchase the apparel in the ad. 
Read the descriptions on each end of the scale and circle the number that best describes your feelings 
about the statement you are rating. 
How likely is it that you will buy any of the clothing, shoes, or accessories shown in the ad within the 
next half year? 
unlikely L 2 3 4 5 6 7 likely' 
impossible 1 2 3 4 5 6 7 possible 
Can you afford the outfit pictured in the ad? 
strongly disagree 1 2 3 4 5 6 .......~tn)rigiyagrCe •. •·•· •• · 
Thank you very much. 
Please turn in three booklets together. 
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APPENDIX B: KOREAN VERSION OF INSTRUMENT 
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~ 3::At ~ Ail 7D ~ -¥-~ ~s.. Ll-;=l A1 ~ ~ -y q-.: 
I . 7D ~ At li 1l ~ Al, II. % J!. .£. ~, ill. % J!. 3f:17t Al 
'II. % J!. .£. ~' ~ .!J!.Al 71 ~ OJl 
~~ 'I. 7D ~ At li 11 ~ Al' ~ Al ~-6l-AJl it. 
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A~ JI 0101 AI 
q g 91 Jf ~ ~ 01 t:J-~ <>11711 ~ o}1-\- ~ %S1 ~ AI A}71 A}~~ ~ 7}'BR.!2. AiIJl. 
1 (~% ~~) ojP·i 7 (o}"r ~%~) ~ t:J-~ojl711 7}A,f ~ ~~ ~':§:'<>II %.:Ic}ll](O)Jf 3"}A-l1Jl. 
(e!Q{ 'b'"t! 01 5 ~ OJI ~ 12.~ollE ~ ~ C~~, 01::: 'b'"t! 01 OJ L ~ ~ ¥AI E! o~C~.=i! A A 52 ~ 
~ Jf~C~::: QI 01 01 CL) 
CIIS7!I~~~ !il!~ C1IS7!I~ 
A}71 ~ liJ~ 1 2 3 4 5 6 7 
~AJ~ 1i~13"}~ 1 2 3 4 5 6 7 
'l';"'P' A 7}.' 
w', ,.' 
~{i A}tg ~ 7J 7-11 3"}~ 1 2 3 4 5 6 7 
.A,ftal=~ 1 2 3 4 5 6 7 
uH?:j ~ ~ 1 2 3 4 5 6 7 
-&~~~ 1 2 3 4 5 6 7 
7H~"r91~~ 1 2 3 4 5 6 7 
~~~ ~T3"}~ 1 2 3 4 5 6 7 
~~~ 1 2 3 4 5 6 7 
V) •. 
~~~ 1 2 3 4 5 6 7 
q-e.Al-tg~~ ~%~~ 1 2 3 4 5 6 7 
~~/~i;~~~" 
q-e Al-tg~~ Ato1~711 A11.Jl ~ 1 2 3 4 5 6 7 
Al-%%Jl 1},.g. 1 2 3 4 5 6 7 
At°l-~ ~Tt;l-~ 1 2 3 4 5 6 7 
t8.~·1·:f}~'~·!:lij;~·1~;~;t:~ij);: 
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i:E m 011 UI ~ EII.s:. 
qg ~t;Jg ~~E..AIJl A}~Qj Qj7,1g 7}AJ ~ t+E}1..Jl~ *oJl %.:::z.ctu](oHE <5}AlIR. 
1 234 567 
[]n~~21~~ ~~ []~~21~ 
1. .;:- All ~ ~ oJl t:Jl iiR t+ 1111 111 }.~ zj- 1 2 3 4 5 6 7 
i5}AI el~q. 
2 . c-J ~ ~ Aa ~7}Qj Al ~ 01 :£j 71 1 2 3 4 5 6 7 
.!i!.q~ All7-1IAl~ol :£j~ ~01 
tjq. 
3. A};g-~~ A}71t+ct .;:-~~~ o}Yct 1 2 3 4 5 6 7 
q.e t+ct ~~ oJl t:JliiflAi:£ ~~~ 
~ <iJ 01 ~q. 
4. z!7J~ A}iifOlct~. ~%J!} %Ji!.oJl 1 2 3 4 5 6 7 
{l.-7-Il ~ 01 ~ i5}~ t+ ct oJ];,i ~ 
Tlc]7} ~q. 
5. ~ Ji!. oJl Ai Jf- c] t+ ct Q:j A} 91 oJ1 :£ 1 2 3 4 5 6 7 
A117-11 Q:j A}~ 7} E.~ o~~q. 
6. Jf- c] t+ ct ~ .Q:j.;:-~ Qj °1~g 1 2 3 4 5 6 7 
~o}~~o~ ~q. 
7. t+~ .AlnJ!} ~01 ~q~ 91.;:- 1 2 3 4 5 6 7 
~ ~~ g i5}3;9.q. 
8. t+~ "T-'f1oJl 91';:-.A};g-°1 ~E..~ 1 2 3 4 5 6 7 
~~i5}q. 
9. t+~ 91';:-{l- %z!E..~ "T-'f1(1}°1t+ 1 2 3 4 5 6 7 
A}.!f-~)~ AJ~i5}~ ~ g :r:o}~q. 
10. 1..Jl7} .2.l';:-oJl ~Jl~q~. rtl¥-~Qj 1 2 3 4 5 6 7 
7Hl.Alng Jf-c] t+ct A};g-~:i!} .!2.~ 
?>! ~q.. 
11. t+ ~ q:= t+ctQj ~§} ~ q{E- 1 2 3 4 5 6 7 
E.!ll~11:l1 ~ !!~.::r 'llJ g ~o}~q. 
12. t+ ~ q:= t+cJ-Qj Q:j.A}oJl %U17} 1 2 3 4 5 6 7 
~q. 
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01 ~ J!l- 0 I q Oi j11 ~ 
1. t:J-{l~ q~ t-l-'*~ OPJ"8"}{l 7J~o] ~t-l-.B..? 01] __ o}Y.2.. __ . 
('o}Y..2..' oj] K"8"}~.9..li"! ~tr- 3.9..£ 7}A~].B...) 
t:J-~~ 1:}o)'01l' ,*li"!, 7}?cf ..2..~%~ q~ t-l-'*~ e:ji;~~~ 71{}~? 
_ 17l%J. p]~ 
_ 17B~ ojAJ - 37B~ p] ~ 
_ 37B~ o]AJ - 67H~ p]~ 
_ 67B~ o)AJ - 97B~ p] ~ 
_ 97B~ o]AJ - 127H;l p]~ 
_ 127B%I olAJ 
2. t:J-{l~ -9-c1 t-l-,* o]~oJ] ~p}t-l- rJ-~ t-l-,*oJ] ql..=j.2..1ly..B..? x:A}~ q.g lioJ] 7]~"8"}A~1.B... 
_7B~ 
_ {i-&j "r.9-J~ 7]%o]AI ~~q. 
_ %-~1~ "r.9-J~ 7]%0]:A] ~~q. 
_ o]uti?- "r.9-J~ 7]%~q. 
_ :A}~ ~~~ 7]%~q. 
_ pH-9- A}~ "r.9-J~ 7]%~q. 
4. t:J-{l~ rJlEf '?J~'?JoJ] ~ A]ng TV EE~ l:I]c.J.2..£ '%-3j l:I]c.J.2..'~ .!J!.{/Y7J}? ~~~ x:A}~ 
q g lioJ] 7] ~ "8"}A~I.B... 
pH ~ _ "']n __ ~ (~Q.}= ~ .!i!.{lq.li"! '0' g 7]~"8"}Al].B...) 
(~Q.}= ~ .!i!.~qli"!, ~tr- 7£ 7}A~I.B..') 
_ ~E.. ~~.Jtl- _ ~ 2 (Elle) p]~.Jtl-
_ p}c1 1l~~]2 ~~.Jtl­
_0 .!i!..:z. (Vogue) p]~.Jtl- _ p}c1 1l~~12 (Marie Claire)~"ch:~~.Jtl­_ 1:l}:A}2 (Harper's Bazaar) 
_ C1 ~ ~ f!: (The Collection) 
_ ~~] 0] c.J 7J irJ: 
_ -9-l?! -ill ~ 
_ p}S.£.o}~ 
_ ~ (FeeD 
_ Al17:l1 e:j-"J 
_WWD 
_ .:z. ~ 
_ E.. ~ l~] :G: Y (Le Collezoni) 
_lJ! 
_ ,*~2 
9l;:;r.. 
_ ~} oJ -9-l?! 
l~l;:;:. (Let's) 
_ ~.x. (Non-no) 
_-l\jl~l 
_ ~P'J -9-l?! 
_ 913 (Chic) 
_ p}c1~:::. 
-~'* 
_ .!f-~Ej 0J~ 
(20 ans) 
~Q.}= t:J-{l0] JIl1~ 7J~ EE~ ~~]~ .!i!.AI~ {fA]7}~.9-J t-l-'ifJ % oj] ~q\1.:z. {fAI.9-J 0];; g qg 
~oJl ~.9..~.B... __________________________________ __ 
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6. ra-{l!: ~Ol1 RA1~ ~Al~ ~ %%Jl ~p}Y- A}'r 1LJl~ 78i>J= !c::: 1LJl~ ~rc! ~All~ .!i!.l1YlJ}? 
_ ~il:J 'il- ~q. 
_ ~~Ol1 ~ Jt! .!i!.q ~ Jl] 
_ ~~Ol1 ~ Jt! 
_ ~~Ol] f Jt! 
_ ~~Olj Ai] Jt! 
_ ~~Olj L-n Jt! O]AJ-
7. ra-{l!: ~ ~Ol1 ~p}Y- A}'r c§~~Ol]Ai !c::: TVY- t:llg.2..~ %%Jl .3lil:~ .!i!.l1YlJ}? 
'?£~:: ~A}~ qg 'dOl] 71~"5}A-lj.B... 
~ ~Ol] __ 3{1 (~~ c§~~ .!i!.AjAl U~qtt!, 'O'~ 71~"5}Al.Jl.:§l-lf- 8 :: ~o-J7}.Ai].B..,) 
~OIotJii!. 
L. L. C ll~~OtJii!. C L. C 'tllJil CC 7{t~ C~7{tll* 
c§~ 1 2 3 4 5 
~s:. 1 2 3 4 5 
x.' . .~ Y.f ., , ' 
~-~~--
~~ 1 2 3 4 5 
1 2 3 4 5 
~Al :rL EE~ % OJ- o}uJlt!-j7}~ 1 2 3 4 5 
~~} 
* 
:::L 91 q.e. Y-'* 1 2 3 4 5 
q-g ~"6J~ ~ LJ~~ ~*nJI~Ol1 t!l~ {l!-~tf {l!-{1 ~ ~~ti}71 .!fl~ 3:!<ULJ"c}-. zt ~-aJ~ Ai.£. 
~t!l~:::: c5J%A} ij.J-~.£. TAa~o-J ~~LJq-. zt c5J%A} ij.J-~ ~.Jl t:J-~~ =.7tJ ~ 7}AJ- ~ 1..fEtt.Jl:::: 
:i:-~}Ol] %.::rtj-01 (0 HE ti}A-llJl. 
%0] \It:::: 1 2 3 4 5 6 7 %01.£.-&-
t.Jl711 o}.!j!- .9.J 01 \It:::: 1 2 3 4 5 6 7 t.Jl711 ~ 0]7} pJ-.g. 
%~~7.1 u:::: 1 2 3 4 5 6 7 %~~:::: 
7.1f-~ 1 2 3 4 5 6 7 ~AJ-~~ 
~<U iSl711 ti}7.1 U:::: 1 2 3 4 5 6 7 ~ <U ti} 711 ti}:::: 
3. t:J-~ ~ "r.£. o-J q Ai ~}41:l Y-2.? A1 ~ % q- g 'dOl1 71 <U ti}A-l12.. 
(01 ~~~ t:J-{!.9.] Jl-aJ:~ ~71 .!f-l~ ~~<u~q-) _________ _ 
4. t:J-~ ~ ~ qj-';1 0111 ~ 7J}? 
_ 1 qj-';1 _ 2 qj-1.j 
_ 3 ~';1 
- ~ ~qj-"~ 
5. t:J-~.9.] ~t:H~ ~? (*"1=-~.:g-<i! 14:::: l? 7H q j[i>}A-l1Jl.) 
_ ~~~qj-t:H~ _ A}:§j~qj-t!l~ _ ~}'t!~~t:H~ 
_ 7}~~qj-t!l~ _ ~Aa~~t!lqj- _ °l*,~~t:Hqj-
_ g ~~~t!lqj- .n~~~t!l~ _ ~~t:H~ 
_ .9.]~t!lqj- _ .:g-~t!lqj- _ A}ttit!l~ 
_ .::r ~ (~}A-l1 til 71 ~ ti}A112.,) 
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4- ~Jl ~ ~1.f~ JitA1 ttiA-l 
'ill. % Jl ~ 7} Al' 011 ~ ~ % Jl 011 t:lI ~ ~ ~ 011 "'it"5l- All Jl.. 
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Note: Ad Portfolio of Korean version is the same as one of U.S. instrument version 
(See Ad Portfolio in appendix A). 
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132 
~ c"J ~ ~ A1 i} 'II. % J!. 5'-. g' 611 ~ ~ 
~ ~ 7~!iI % J!. ~ .!i!.1l ~ ~ y q. 
4 %J!.l1}q Ail AJ-!iI 1l~A17} ~ ~ Y q. 
4 %J!. ~ .!i!.,A1 ~,A-1 'ill. %J!. ~ 7}Al' !iI ~~6Jl g 1f}-~ TAiliL 
4 % J!. OJl t:fI ~ ~ ~ ~ ~ ..Q..,A171 ~ 611 'l! ~ ::J.. % J!. 611 ~ ~ 18 §. ~ 
~ §. ~ 611 31:. 71-6l-Ail it. 
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q g 91 JE"ftl~ 01 A1 ~ .!i!.J-1 ~ il-Jl91 .£ t:~ oJI ~ o} Y- ~ %!CJ~ A1 ~ 71-ti}A-II Jl.. Zf JE"ftl~ %' 01 il-Jl.£ ~ ~ 
1itt:lti}~ -e-l] 7p·J ~ ~%!CJ~ XA}oJ] %.::IC}ol<o)JE ti}A-I]Jl.. 
D~~~~~ ~~ D~~~ 
A}7] ~ ~~ 1 2 3 4 5 6 7 
~78 ~ 1l~]ti}~ 1 2 3 4 5 6 7 
2f'.!f1 J-}ift~ oj] 71] {} 7d ~ ~ 1 2 3 4 5 6 7 
o:1-"J~ ~ 1 2 3 4 5 6 7 
'=t~~~ 1 2 3 4 5 6 7 
A} 7] %'11 ~ ~ 1 2 3 4 5 6 7 
'JAJ~~ 1 2 3 4 5 6 7 
~78 ~ JE"ftl ti}~ 1 2 3 4 5 6 7 
B1 {1-~ ~ 1 2 3 4 5 6 7 
0] 2lI A] c:rJ:~ ~ 1 2 3 4 5 6 7 
'{l.!f1 oj] {1-11 ~ ~ 1 2 3 4 5 6 7 
-£-~ -£-~% ~::: 1 2 3 4 5 6 7 
~A~~ .!f1~~ J-1-~ 1 2 3 4 5 6 7 
7l-~ %'~ ~ ~ 1 2 3 4 5 6 7 
'{l .!f1 oJ1 u:}- E.. ~ Jt1 ~ 1 2 3 4 5 6 7 
134 
2. ~ :i!t 9.1 f} ,M ~ 
t::J{l~ 01 %JloJ1 t..}-.g.. .£t:~3!j- <>1~ ~oJ1"-J~A1 l:I1:;:t>rq.Jl :':::JI11Il.-j7Jr? (t::J{loJ171] 7}AJ- ~~~ ~§'oJ1 
%.:.r40](0 HE t>}A11.fL.) 
A1ii' .!a"1 ~ %JloJ1 t..}-.g.. .£1RoJ1 qj~ t::J{!9j 9j ~ ~ ~JlA} ~l.-jq.. Zf ~~J-.g. "i.£. ~qj~ ~ ~%"r 
"{}.Q.£ TAJ~<>1 ~~l.-;:;l.-jq. t:J~91 :=:.~% 7PJ- ~ t..}-E}'-ll~ xAroJ1 %.:.r40l(oHE t>rJ.'1.fL. 
~%;!jJ~ 1 2 3 4 5 6 7 *3!Jl~ 
Or g:i ~A1 ~~ 1 2 3 4 5 6 7 o}g ~ 1l~ 
t..}-~ 01 .£ t:~~-l ifJ .!a 01 Pl 1 2 3 4 5 6 7 t..}-~ 01 .£ t:~~H'l 
"1 s:. i>} A] ~ 3;9. q .!a 01 ~ "1 s:.i>}* q. 
:m- J! 011 QJ~ Ell £ 
qg ~~~ %JloJl qj% t:J-{l~ =~ ~ ~0}.!a71 ~w~l.-jq.. q.g Zf ~~~ "i.£. l{lqj~~ ~%"}t..}­
~AJ- %oJ1 t::J{l~ :=:.~ ~ 7}AJ- ~ A.i~t>r~ XA}oJ] %.:.r401(oH£ i>rA11.fL. %JloJl L}.g.. ~*01t..}- £t:~oJ1 
qj ~ :=:.~ 01 o} l.-j 4 .:.r :;g-Jl ~1 jJ] oj] t:H"9"1- '-~ oJ1 ¥l-<5ll ~i>r ~ 31 '?J % 71 ~ i>}-J.'1.fL. 
u~ ?:l ~ 01 A1 ~ ~ 1 2 3 4 5 6 7 u~?:l ~ ~ 
1i13'=£-£,:- 1 2 3 4 5 6 7 -£':-%~ ~~ 
.!i!.7] oJ1 7~ 0] itt~ 1 2 3 4 5 6 7 .!i!.7] oj] 7~01 ~ ~ 
~0]~A1 ~~ 1 2 3 4 5 6 7 ~u]£-£,:-
*"3~ ~Zfol itt ~ 1 2 3 4 5 6 7 %"3~~ZfOl ~~ 
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~.ii/21 ~0I1 QI ~ Ell s: 
q-g ~{C,<: 01 ;;g-.:iL~ "'J-JIoJ1 -tr~ 7f~~ =.7tJ ~ ~0}~71 ~~~yq-. 7PJ- ~'}[.g. ~:A}oJl 
%::z.~pl (o)JI "5}""llJt. 
q-g ~{C.g. :A1"E"~.:iL7-n{l ;;g-.:iL~ ~~oJ1 tJl~ 7f~~ TuB ~£oJ1 ¥!-~ ~~yq-. q-g zt ~tJl~~ 
~%A}~ ~.Q."'ljl -ca-~~ =.7tJ ~ 7P'~J- ~ 11~"8"}~ ~:Al-oJl %:l~p](O)Jl "8"}Al1Jt. 
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q. g ~ lE ~ ~ 01 A1 ~ .!!A1 ~ :iff Jl~ .£. J;iR oJ1 ~ p}y. :&j %~ ~ A1 ~ 7}c5}~1JL Zf lE ~ ~ ~ 01 :iff Jl.£.1!l ~ 
AJ~c5}~ t:~1 7}AJ- ~ :&j%~~ x A}oJ1 %.::L4 p ](o)lE c5}A~1Jt. 
D~~~~'fI ~~ D~~~ 
A}71 ~ ~~ 1 2 3 4 5 6 7 
~AJ ~ 1:l~]c5}~ 1 2 3 4 5 6 7 
?~ A}1f} ~ oJ171] ~ 7A ~ ~ 1 2 3 4 5 6 7 
oPJ:&j <{} 1 2 3 4 5 6 7 
'=t¥!-:&j<{} 1 2 3 4 5 6 7 
A} 71 ~~:&j <{} 1 2 3 4 5 6 7 
\PJ:&j <{} 1 2 3 4 5 6 7 
~AJ ~ lE~c5}~ 1 2 3 4 5 6 7 
B] ¥!-:&j ~ 1 2 3 4 5 6 7 
01 t!ll A1 i>J::&j <{} 1 2 3 4 5 6 7 
1i~oJ1 ¥!-~ ~~ 1 2 3 4 5 6 7 
~32J- ~~ ~ 1?J ~ 1 2 3 4 5 6 7 
~An ~ ~<5lI A}~ 1 2 3 4 5 6 7 
7}~ ~~:&j~ 1 2 3 4 5 6 7 
1i .!fI oJ1 nt g ~ ~ <{} 1 2 3 4 5 6 7 
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2. ~ i!I-~ *"~~ 
t:J-{l~ 01 :;g-JloJ1 t.}.g. .2.1~P4 <>l~ VloJ1).i~A1 l:ll::::tr}q.Jl =-lllllYll}? (t:J-{loJl711 7}?:J- ~~.g. lti~oJl 
%.:Lc}°l (0 HE tr}A11.B...) 
A1-E' .!i!.).]~ .;g-JloJl t.}.g. .£.1!loJ] t:Jl~ t:J-{!.9.] .9.]Z:!~ ~JlA} ~yq.. zt ~~J.g. ).i£ ~t:Jl£l~ ~%).} 
-Y-J-.Q...£. TAJ£I<>l ~~yq.. t:J-{!~ =-~% 7}AJ ~ t.}El-l.\l~ 'X A} oJl %.:Lc}ol(oH£ tr}"-llJl.. 
~*l!Jl~ 1 2 3 4 5 6 7 *l!Jl~ 
o}g ~ ~A1 ~~ 1 2 3 4 5 6 7 o}g ~ n~ 
t.}~ 0] .2.t:~~~~ .!i!.0lPf 1 2 3 4 5 6 7 t+~ 0] .2.t:~~~~ 
-"] .£ tr} 7.1 ?:l39. t1- .!i!.ojDl -"j.£tr}39.q. 
~J!0I1 QI~ EllS: 
q.g ~~~ :;g-JloJ] t:Jl~ t:J-{l~ =-'tl~ ~0}.!i!.7] .'fl%<flYq.. q.g Zf ~~~ ).i£ 1ftrU£I~ ~%).}t.} 
~AJ- %oJ1 t:J-{l.9.] =-'iJ:& 7}AJ- ~ ~~tr}~ 'XA}oJ1 %.:rc}o](oH£ tr}"-ll.B... :;g-JloJ1 t.}.g. .9.].Jt 01t.} .2.t:~oJ1 
t:Jl~ =-~ol o}yc} .:r 1fJl ~1~JoJJ gI-ql- =-:??1oJ1 ~c5ll tJtr}~ ~<fI:& 71~tr}"11.B... 
0H ~ ~ 017.] ?:l ~ 1 2 3 4 5 6 7 nH~~~ 
-.a~.£.-8:- 1 2 3 4 5 6 7 -8:-%=?} ~ ~ 
.!i!.71oJl ~Ho1~~ 1 2 3 4 5 6 7 .!i!.71 oJ1 ~H 01 ~ ~ 
-% 01 ~A] t'J' ~ 1 2 3 4 5 6 7 .:s: 01 £ -8:-
%~J~Ffol ~~ 1 2 3 4 5 6 7 *~J=?}Zfol ~ ~ 
&'T~~ 1 2 3 4 5 6 7 A}~~~ 
~? 
.... 4.·c #~ 
4.9.] <r~ ~ ~A1 af~ 1 2 3 4 5 6 7 t+~ <r.9.]~ n~ 
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~ .:iiI 21 ~ 011 QI ~ Ell ~ 
q-g ~{t-~ 01 %JL~ "'J-lEoJ1 tl:~ t:J-~~ .':::..Jtl~ ~0}.!i!.71 ~w<fJyq-. 7}AJ- ~l3t~ ~A}oJ1 
%.::Ltq-ul<o HE "5}A-l1~. 
q-g ~{t-~ A1i5-.!i!.JDn~ %JL~ ~.?}oJ] t1I~ t=J-~~ -ruB ~.£oJ1 ¥l-~ 3!~yq-. q-g Zf 1fl-t1I~~ 
~%A}~ ~~.2.."'lJL t=J-~~ .':::..Jtl% 7PJ- ~ ~~"8}~ 'X A} oJl %.::Ltq-Ul<O)JE ii}Al1~. 
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q.g~ lE7tl~ol Alil-.!i!.Al~ :;g.Jl~ .£J;illoJl ~'p}1-}- ~%£1~ A] ~7}ii}A~].a.. 2f lE7tl~ ~ 0] :;g.Jl.£J;ill~ 
1i~ii}~ J:~] 7}.AJ- ~ ~%£1~ ~A}oJ] %.::Lt4 0 ](O)lE iiH].a.. 
D~'~~~ ~~ D~'~ 
A}7] ~ ~~ 1 2 3 4 5 6 7 
~.AJ ~ ~~]ii}~ 1 2 3 4 5 6 7 
2f'~ A} 'if ~ oj] 71] ~ 7J M ~ 1 2 3 4 5 6 7 
()PJ~~ 1 2 3 4 5 6 7 
'4~~~ 1 2 3 4 5 6 7 
A}7] ~{l~~ 1 2 3 4 5 6 7 
'JAJ~ ~ 1 2 3 4 5 6 7 
~AJ ~ lE7tlii}~ 1 2 3 4 5 6 7 
l:l]~~~ 1 2 3 4 5 6 7 
o]lJI A] t>J:~ ~ 1 2 3 4 5 6 7 
.:e! ~ oj] ~{l ~ ~ 1 2 3 4 5 6 7 
-&-.l!J- -&-~~ ~~ 1 2 3 4 5 6 7 
~;;(n ~ ~"6Jl A}~ 1 2 3 4 5 6 7 
7}~ ~{l~~ 1 2 3 4 5 6 7 
.:e! ~ oj] ttl-E. ~ Jfi ~ 1 2 3 4 5 6 7 
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2. ~ :ill-~ fr A~~ 
t:J-~~ 01 ;;g.JloJ1 y-.g. 5'..t:;R4 <>l~ ~oJ1"'i~A1 1:I1~titq.Jl =:.7711ll.-j7Jt? (t:J-~oJ1111 7tAd- ~~~ tH:§.oJ1 
%::lc}u1 (o)IE tit"'l]Jl..) 
A1"i?' .!i!."'1~ ;;g.JloJ1 y-.g. 5'..~oJ1 qj~ t:J-{!9j .9.J~~ ~JlAt ~l.-jq.. Zf ~~d-..g. "'i~ ~qj£l~ ~%"t 
% .Q...£. -T AJ £1 <>l ~ -;:; l.-j q. . t:J-~ 9j ~ 'tl ~ 7 t Ad- ~ Y- "Et LR ~ X At oj] % .:I. c} u 1< 0 HI.. tit ).,1 Jl.. 
~%~~ 1 2 3 4 5 6 7 %~~ 
o}g:i ~A1 ~~ 1 2 3 4 5 6 7 o}g ~ 1l~ 
y-~ 01 5'..t:;R~~'%l .!i!.01P11 2 3 4 5 6 7 Y-~ 01 5'.. t:;R ~~ '%l 
"'1 £i>}A1 ?i"*q. .!i!.°1P1 "'1£i>t*q. 
~JlOlI QI~ EllS: 
q.g ~~~ ;;g.JloJ1 tll~ t:J-~.9.J ~'t1~ ~o}.!i!.71 ~~~t1q.. q.g Zf ~~91 "'i.£. ~tll£l~ ~%"tY-
~ Ad- % oJ1 t:J-~ 9j ~ 'tl:i 7 Pd- ~ 11 ~ tit ~ X At oJ] % .:I. c} u]( 0 ).IE ti} ).,1 Jl.. ;;g. Jl oJ1 y-.g. .9.J ~ ° 1 Y- 5'.. t:;R oJ1 
qj~ ~'t101 o}l.-je} ::l i1-Jl ~hlloJJ 9J~l- '-~oJ1 tr"5!l ~ti}~ ~~% 71Q:}tit"'l1Jl.. 
01 "*JloJ1 qj~ y.9j ~'tl~: 
", 
uN?;j ~ 01 A1 ?i" ~ 1 2 3 4 5 6 7 uN?;j ~ ~ 
li±~.£.-&- 1 2 3 4 5 6 7 -&-%~ ~~ 
.!i!.71 oJ] ~N 0] ~~ 1 2 3 4 5 6 7 .!i!.71 oJ1 ~Nu1 ~ ~ 
~U1~A1 ~~ 1 2 3 4 5 6 7 ~01~-&-
%is.!!:aZfo] ~~ 1 2 3 4 5 6 7 %is.!!~Zfol ~~ 
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~ .iiI 2t ~ 011 Qt 21 Ell x 
q.g :§l-lf-~ 01 %.:il9.J Ad-JEoJ] -TI-~ t:J-~9.J =-7{l ~ ~0}.!i!.71 -'fl~'ilyq.. 7};Xd- ~~~ xAroJ] 
%.:z.c}u](o)JE "5"}A-ll.B-. 
q. g :§l-lf- ~ A] ~ .!i!..:il7-l1 ~ %.:il9.J 9.J "*oJ] til ~ t:J-~ 9.J -rUB 91.£ oj] ~~ ~ 'il Y q.. q. g Zf ~tIl ~ ~ 
~%A}~ ~i.2.Al.:il t:J-~9.J =-7{l ~ 7};Xd- ~ A.:l~"5"}~ xA}oJl %.:z.c}ul(o)JE "5"}A-l1.B-. 
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qg~ li~~ol A1~.!V'1~ :i[}Jl~ .£.t:~oJ1 ~p}y. ~%£l~ A1 ~7}"3lA11.a. Zf li~~ ~ 01 :i[}Jl.£.t:~% 
.A~~ti}~ 1:1] 7}7.J ~ ~%£l~ ~A}oJ] %.::z.c}p](O)li ti}A1].a. 
D~~~~.!fJ ~~ D~~~!f:I 
A}71 ~ 1?J ~ 1 2 3 4 5 6 7 
~78 ~ ~fij]ti}~ 1 2 3 4 5 6 7 
?~ "}'if ~ oJ]ll] ~ 7J M ~ 1 2 3 4 5 6 7 
°pa~ <{} 1 2 3 4 5 6 7 
'=t~~<{} 1 2 3 4 5 6 7 
A}7] ~{J ~ <{} 1 2 3 4 5 6 7 
'tPa ~ <{} 1 2 3 4 5 6 7 
2]. Ad..Q.. li ~ tit!=. tJ 2. u1- 1 2 3 4 5 6 7 
til ~~ <{} 1 2 3 4 5 6 7 
u] t!ll A]-o-J=~ <{} 1 2 3 4 5 6 7 
T:l~oJl ~11 ~~ 1 2 3 4 5 6 7 
o 3lJ- 0~..Q.. ~!=. c:.- "'\:C c. '-- 1 2 3 4 5 6 7 
~A~ ~ ~5lJ "}~ 1 2 3 4 5 6 7 
7}~ ~11 ~ <{} 1 2 3 4 5 6 7 
T:l ~ oj] ttl-.s~ ~ 'i! 1 2 3 4 5 6 7 
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2 ~ i!I-~ *"~~ 
t::J-{l.': 0] :;g-.lloJ] y..g. £J:;ll:i!}- 6JtTI ~oJ]"'i::A] tl]::;:"8"}q-.ll :='ll]lIYll}? (t::J-{!oJ]Jl] 7PJ- ~1j(.': t8:§:.oJ] 
%.:14 0 ](0 HE "8"}~j.a..) 
A]i?- .!i!."']~ :;g-JloJ] y..g. £ J:;ll oj] t1l~ t::J-{l.9.] .9.]7,:!~ ~.llA} Wyq-. -4 {C"8J.g. "'i-'?. ~t1l~~ ~%"'r 
-Y-J-.9..-'?. TAa~6J ~'B'-t1q-. t::J-{l.9.]:=.'iJ ~ 7P"J ~ y.E}'-ll~ x;7.}oJ] %.:1cr0 l(OHE "8"})'i].a.. 
~*5!Jl-q} 1 2 3 4 5 6 7 %5!Jl~ 
n}g ~ ~A] ~~ 1 2 3 4 5 6 7 n}g ~ ll~ 
y.~ 0] £1!!~~~ .!i!.0]r4 1 2 3 4 5 6 7 y.~ 0] £J:;ll~HJ 
Aj :'i:."8"}Aj ~~q- .!i!.ojr4 Aj:'i:."8"}~q-
~~Ofl QI~ E!I.5: 
q-g ~{C.': ~JloJ] t:H-q} t::J-{!.9.] :=.~~ ~0}.!i!.7] !f1~~yq-. q-g -4 ~{C.9.] "'i.£. ~t1l£1~ ~%"'ry. 
{CAJ- ~OJ] t::J-{l.9.] :=.?t1~ 7r70J- ~ 1l~"8"}~ x;7.}oJ] %.:14 0 ](o)lE "8"r~].a.. :;g-.lloJ] y..g. .9.]~0]y. .£.~oJ] 
t1l-q} :=. ~ 0] 0]-y 4 .:1 11-.ll ?~~] oj] t1l '9"1- 1..- 7fI oj] ~ 5Jl 1ft"8"]-~ ~ ~ ~ 7] ~ "8"r ~].a.. 
nQ ~ ~ 0] A] ~.': 1 2 3 4 5 6 7 nQ~~~ 
Jt!3:.£.-£:- 1 2 3 4 5 6 7 ~%.y ~~ 
.!i!.7] oj] ~Qo] \1J. ~ 1 2 3 4 5 6 7 .!i!.7] oj] ~Ho] ~ ~ 
:t 0] ~A] ~.': 1 2 3 4 5 6 7 %o]-'?.-£:-
% i;H .yzt0] ~ ~ 1 2 3 4 5 6 7 %i;H.y4°] ~~ 
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~-*/21~0l1 Q12! EIIx 
qg ~tr~ 0] *Jl~ ""J-JIoJ] ¥!~ t:J-{l~ =l{1 ~ ~0}.!i!.7] ~~'ilyq. 7ptJ- ~~.g.. ~A}oJ] 
%.:L4p l(o)JI i>}A~].a. 
q g ~tr ~ A]if.!i!..Jl7-l]{l *Jl~ ~*oJ] t!l~ t:J-{l~ -rtlB ~~oJl ¥!~ ~ 'il yq. q g Zf 1fl-t:Jl~ ~ 
~%}.}~ ~.Q..}.].Jl t:J-{l~ =l{1 ~ 7}"-J- ~ {:l~"li}~ ~A}oJl %.:L4p ](o)JE "li}kI]il... 
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q.g~ lE~~01 A1~.!i!.A1~ :>[f.Jl~ R.t;il!oJ1 ~t1}y. ~%!9~ A1 ~7}a-},+J1ll. Zf lE~~ "6'- 01 :>[f.JlR.t;il!% 
AJ~a-}~ t:-11 7}AJ- ~ ~%!9~ ~A}oJ1 %.:J.,*u](o)lE a-},+J1ll. 
C~1.!J*~!fj ~c:J C~1.!J~ 
A}71 ~ ~~ 1 2 3 4 5 6 7 
~-:;{J ~ 11 Al1a-} ~ 1 2 3 4 5 6 7 
?~ A}'i:f ~ oJ1711 {l7d -Y-c 1 2 3 4 5 6 7 
O:j~~~ 1 2 3 4 5 6 7 
'=t~~~ 1 2 3 4 5 6 7 
A} 71 "6'-{1 ~ ~ 1 2 3 4 5 6 7 
'JAJ~<il 1 2 3 4 5 6 7 
~AJ ~ lE~a-}~ 1 2 3 4 5 6 7 
1:11 ¥!~ <il 1 2 3 4 5 6 7 
u1 c.H A1-a-J:~ <il- l 2 3 4 5 6 7 
'Ii~oJl ~{1 ~~ 1 2 3 4 5 6 7 
~.Jif- ~uLQ. ~!::o. l.!.. \!-oa '- 1 2 3 4 5 6 7 
~An ~ ~"5ll A}~ 1 2 3 4 5 6 7 
7}~ "6'-{1 ~ <il 1 2 3 4 5 6 7 
'Ii ~ oJ1 u:J-E. ~ ~ <il 1 2 3 4 5 6 7 
146 
2~J!I-~ ~,M~ 
t8-~~ 01 .3[fJloJl t+.g. .£~3!} c>JrH Tt!oJ1Ai~:Al l:ll~'8"}q-Jl =lJlllYlJ}? (t8-~oJl711 7}AJ- '?J-W.g. t8.:§:oJl 
%.:z.4o](0)IE '8"}~lA.) 
:Ali?" ..Ii!.Al~ .3[fJloJl t+.g. S'..~oJl t:H~ t8-~~ ~7,1% '?J-Jl:A} ~yq-. zt ~c5J-.g. Ai:£. ~t:H!iJ~ ~%A} 
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Script for Data Collection 
Hello, I'm a Textiles and Clothing graduate student attending Iowa State University. 
Thank you for taking time to complete this questionnaire. The purpose of this questionnaire is 
to explore how consumers respond to advertising of apparel products. 
Completion of the questionnaire should take about 30 or 40 minutes. You do not 
need to put your name anywhere on the form. Your name is not asked for in order to keep 
results confidential. Participation is voluntary. You may choose or not choose to complete 
the questionnaire I am going to distribute. 
Your completion of this survey will help me to get valuable understanding of 
consumer responses to apparel advertisings. There are no right or wrong answers. I would 
like to know what you think. I appreciate your cooperation. If there is an item you don't 
understand, please let me know. 
Now, I'll distribute instruments. You'll have three booklets, the first one asks for 
personal data such as self-image, attitudes, experiences, demographic characteristics. The 
second booklet contains an ad portfolio you will rate in the third booklet. Please check that 
you have three booklets. Male student do not have to answer the questions of "purchase 
intentions" in Booklet number three ad ratings, because the clothing items in the ads are all for 
women. Feel free to ask if you have a question. 
Please answer Booklet number one first, and then while you are looking at each of six 
ads in booklet number two, answer the questions in Booklet # 3, ad ratings. Please start now. 
Thank you very much and please turn in three booklets together after completing this 
instrument. Good luck on your studies. 
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Table D.l. Demographic characteristics 
Variables U.S. (46.36%) Korea (53.64%) Total 
(N=153) (N=I77) (S=330) 
% % % 
~ 
18 2.13 1.52 3.65 
19 4.26 11.55 15.81 
20 12.16 10.64 22.80 
21 15.20 13.70 28.72 
22 6.38 11.85 18.24 
23 3.04 4.26 7.29 
24 0.91 0.61 1.52 
25 1.22 0.00 1.22 
26 0.00 0.00 0.00 
27 0.61 0.00 0.61 
28 0.30 0.00 0.30 
29 0.30 0.00 0.30 
Year in School 
Freshman 3.95 1.22 5.17 
Sophomore 7.60 21.58 29.18 
Junior 15.20 7.29 2249 
Senior 18.24 23.40 416,j 
Graduate 1.62 0.00 1.52 
College 
Agriculture 2.13 0.00 2.13 
Business Administration 7.93 2.44 10.37 
Design 2.13 7.01 9.14 
Education 1.52 0.61 2.13 
Engineering 0.61 4.88 5.49 
Family and Consumer Sciences 19.82 1.52 21.34 
Sciences and Humanities 12.20 21.34 33.54 
Veterinary Medicine 0.00 0.00 0.00 
Music 0.00 8.54 8.54 
Medical Sciences 0.00 0.30 0.30 
Nursing Sciences 0.00 7.01 7.01 
Major 
Textiles & Clothing 10.40 1.22 11.62 
Marketing 6.12 1.22 7.34 
Food Sciences 1.83 0.31 2.14 
Journalism & Mass Communication 1.83 0.00 1.83 
Statistics 0.61 4.59 5.20 
Computer Sciences 0.00 0.61 0.61 
Early Childhood 2.45 0.61 306 
Physics 0.31 3.36 3.67 
History 0.31 0.62 0.93 
English 0.61 0.31 0.92 
Visual Art 0.62 0.61 1.23 
Housing & Interior Design 0.62 0.61 1.23 
Piano Performance 0.00 7.34 7.34 
Others 20.79 32.09 52.88 
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Table E.l. Principal component factor analysis of Self-values 
Items 
self-reliant 
fashionable 
self-determined 
attractive 
independent 
individualistic 
emotionally-expressive 
outgoing 
future-oriented 
risk-taking 
concerned about others 
cautious with strangers 
feminine 
self-centered 
masculine 
have strong family ties 
get along with authority 
friendly 
safety-seeking 
pessimistic 
optimistic 
irreverent toward authority 
conforming 
rely on luck and fate 
get along with other people 
live for present 
like to be free 
search for self 
emotionally controlled 
Loading 
Non-traditional 
.50 
.56 
.68 
.57 
.70 
.57 
.52 
.63 
.68 
.70 
.26 
-.05 
.29 
.01 
.09 
.14 
.24 
.40 
.03 
-.17 
.49 
.00 
-.27 
.01 
.48 
.47 
.48 
.40 
.26 
Eigenvalue = 7.23 
Percent variance = 5.43 
Communality = 9.77 
Traditional 
.24 
.36 
.21 
.33 
-.02 
.15 
.31 
.15 
.24 
-.17 
.66 
.51 
.71 
-.53 
-.57 
.61 
.65 
.66 
.34 
.07 
.22 
-.33 
-.01 
-.24 
.48 
.21 
-.09 
-.04 
.36 
Eigenvalue = 2.53 
Percent variance = 4.33 
Communality = 9.77 
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Table E.2. Principal components factor analysis of Globalmindedness 
Factor Items 
Our responsibility to people of other nations ought to be as great as our 
responsibility to people of our own country. 
Any healthy individual, regardless of race or religion, should be allowed to 
live whether shelhe wants to in the world. 
Our schools should teach the history of the world as well as history of our 
own nation. 
Loading 
.57 
.58 
.66 
Our country should permit the immigration of foreign people. .64 
I enjoy watching TV programs dealing with topics about other cultures. .51 
I am interested in the history of other countries. .63 
Culturally mixed marriages are not wrong. .41 
It would be better to be a citizen of the world than of any particular nation. .43 
I love to travel if! have time and money. .45 
I am uncomfortable around foreigners. -.39 
I like to decorate my home or office with artifacts from other countries. .36 
In lived abroad, I would spend most of my personal time with people -.48 
from my own country. 
Eigenvalue =3.23 
Percent variance explained =3.23 
Communality = 3.23 
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Table E.3. Principal components factor analysis of Fashion Involvement 
Factor Items 
unimportant/ important 
uninteresting! interesting 
irrelevant/ relevant 
means nothing to mel means a lot to me 
worthless/ valuable 
unexciting! exciting 
unappealing! appealing 
mundane/ fascinating 
not needed/ needed 
not involving! involving 
Eigenvalue = 6.94 
Percent variance explained = 6.94 
Communality = 6.94 
Table E.4. Principal components factor analysis of Liking of Model 
Factor Items 
bad/ good 
unpleasant/ pleasant 
unattractive/ attractive 
unappealing! appealing 
I dislike the modeV I like the model 
I won't try to look like the modeV I will try to look like the model 
Eigenvalue = 4.61 
Percent variance explained = 4.61 
Communality = 4.61 
Loading 
.77 
.81 
.85 
.89 
.88 
.83 
.89 
.83 
.77 
.82 
Loading 
.90 
.92 
.90 
.93 
.93 
.63 
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Table E.S. Principal components factor analysis of Ad Attitude 
Factor Items 
unpleasant/ pleasant 
unattractive/ attractive 
unappealing! appealing 
dulV dynamic 
unenjoyable/ enjoyable 
not fun to look at/ fun to look at 
boring! not boring 
not interesting! interesting 
not understandable/ understandable 
unfashionable/ fashionable 
does not keep my attention! keeps my attention 
I dislike the ad/ I like the ad 
not acceptable in my culture/ acceptable in my culture 
is conservative/ is provocative 
makes me curious/ does not make me curious 
Eigenvalue = 9.02 
Percent variance explained = 9.02 
Communality = 9.02 
Table E.6. Principal components factor analysis of Brand Attitude 
Factor Items 
bad/ good 
negative/ positive 
low quality/ high quality 
I dislike the brand/ I like the brand 
Eigenvalue = 3.57 
Percent variance explained = 3.57 
Communality = 3.57 
Loading 
.85 
.90 
.92 
.85 
.91 
.90 
.86 
.91 
.66 
.77 
.81 
.86 
.49 
.16 
.15 
Loading 
.97 
.97 
.90 
.94 
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Table E.7. Principal components factor analysis of Product Attitude 
F actor Items 
low quality/ high quality 
useless/ useful 
unfavorable/ favorable 
disagreeable/ agreeable 
I dislike the outfit/ I like the outfit 
Eigenvalue = 4.20 
Percent variance explained = 4.20 
Communality = 4.20 
Loading 
.84 
.88 
.97 
.92 
.93 
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APPENDIX G: HUMAN SUBJECTS APPROVAL 
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Information for Review of Research Involving Human Subjects 
Iowa State University I 
(Please type and use the attached instructions for completing this form) 
1. Title of Project Global advertisin~ of apparel oroducts: 
U.S. vs. Korean consumer responses 
2. I agree to provide the proper surveillance of this project to insure that the rights and welfare of the human subjects are 
protected. I will report any adverse reactions to the committee. Additions to or changes in research procedures after the 
project has been approved will be submitted to the committee for review . I a,art"t" In renlle~r renel··- t -~ ~-"~"" .. I for any project 
continuing more than one year. 
Heesook Park 
Typed Name of Princip:u Investigator 
Textiles and Clothin~ 
Department 
Date Signarure or t'nnClp:llln1 
1052 LeBaron Hall, Dept. of Tpxtile~ and Clothing 
Campus Address 
1m18 State Universitv ... \!TIes. 1A 50011 
Phone Number to Report Results 
Date Relationship to PrWc:ipal Investigator 
~ rlajor Qrofe"sor 
v V 
4. Principal Investigator(s) (check all that apply) 
C Faculty 0 Staff . tS Graduate Student 0 Undergraduate Student 
5. Project (check all that apply) 
o Research [Xl Thesis or dissertation o Class project 0 Independent Study (490,590, Honors project) 
6. Number of subjects (complete all that apply) 
# Adults, non-students 100# ISU student # minors under 14 
# minors 14 - 17 
.1.ill)other (explain) 
Korean auderr ts at E-,,,ha 
\lomans University in Korea 
7. Brief description of proposed research involving human subjects: (See instructions, Item 7. Use an additional page if 
needed.) attached 
8. Informed Consent: 
(please do not send research, thesis, or dissertation proposals.) 
o Signed informed consent will be obtained. (Attach a copy of your form.) 
IX] Modified informed consent will be obtained. (See instructions, item 8.) 
o Not applicable to this proj~ct. 
168 
9. Confidentiality of Data: Describe below the methods to be used to ensure the confidentiality of data obtained. (See 
instructions. item 9.) -
No personal identifiers \lill be used in the data collection procedures. 
'The questionnaire \'lill be coded by numbers for analyzing data only. 
Not even the-researcher should be able to link the data to a subject 
after data coding. 
10. What risks or discomfon will be part of the study? Will subjects in the research be placed at risk or incur discomfon? 
Describe any risks to the subjects and precautions that will be taken to minimize them. (The concept of risk goes beyond 
physical risk and includes risks to subjects' dignity and self-respect as well as psychological or emotional risk. See 
instructions. item 10.) 
No physical or mental discomfort is expected to occur during the data 
collection procedures. 
11. CHECK ALL of the following that apply to your research: 
[J A. Medical clearance necessary before subjects can participate 
U B. Administration of substances (foods. drugs. etc.) to subjects 
n C. Physical exercise or conditioning for subjects 
[J D. Samples (Blood. tissue. etc.) from subjects 
o E. Administration of infectious agents or recombinant DNA 
[J F. Deception of subjects 
o G. Subjects under 14 years of age and/or fI Subjects 14 - 17 years of age 
n H. Subjects in institutions (nursing homes, prisons, etc.) 
[J 1. Research must be approved by another institution or agency (Attach letters of approval) 
If you checked any of the items in ll, please complete the following in the space below (include any attachments): 
ItemsA-E 
ItemsD-E 
ItemF 
ItemG 
Items H-I 
Describe the procedures and note the proposed safety precautions being taken. 
The principal investigator should send a copy of this form to Environmental Health and Safety. 
118 Agronomy Lab for review. 
Describe how subjects will be deceived; justify the deception; indicate the debriefing procedure. including 
the timing and information to be presented to subjects. 
For subjects under the age of 14. indicate how informed consent from parents or legally authorized repre-
sentatives as well as from subjects will be obtained. 
Specify the agency or institution that must approve the project If subjects in any outside agency or 
institution are involved, approval must be obtained prior to beginning the research. and the letter of approval 
should be filed. 
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Last Name of Principal Investigator Park 
Checklist for Att.:I.chments and Time Schedule 
The following are att.:l.ched (ple3Se check): 
12.:£ Lener or written statement to subjec~ indic:lting clearly: 
a) purpose of the research 
b) the use of any identifier codes (names. #'s), how they will be used, :!!Jd when they wii! t:e 
removed (see Item 17) 
c) an estimate of time needed for participation in the research and the place 
d) if ap~iicable. !ocation or the :-esearch :lctivity 
e) how :'ou wiiI ensure confide:::iality 
f) in a longitudinal srudy, note when and how you will COnt::!.ct subjects later 
g) participation is voluntary; ::onpanicipation will not affect evaluations of the subject 
13.; Consent tar=! (if applic:lble) 
P. ~. Leaer of approval for research from ccoperating organizations or institutions (if applic:lcie) 
15,:X Dau-gathe:-ing insttUmentS 
16. Anticipated dates for contact with subjects: 
First Contact L3St Contact 
Julv/!/1996 
~lontlll Day I Year Month I Day I Year 
17. If applicable: :!!Jticip:lted date that identifiers will be removed from completed survey inscruments and/or audio or visual 
tapes wiil1::e e:-ased: 
~Ionth I Day I Yeu 
Dace Deparm:ent or Administr:ltive Unit 
19. Decision of tile Unive~ity Human Subjects Review Comminee: 
APro!ec: Approved __ Project Not Approved __ No Action Required 
Name of C.:lmmittee Chairperson 
l-\\\\<1~_. _ 
Date Slgnarure c.. __ • __________ • 
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7. Brief description of proposed research involving human subjects 
Title: Global advertising of apparel products: U.S. vs. Korean consumer responses 
The purpose of this study is to explore cultural differences and similarities in 
consumer responses to global advertising of apparel products within two different 
cultures--U.S. and Korea--and to examine the effectiveness of global advertising of 
apparel products within the two different cultures. This study focuses on a research 
question that is new in the textiles and clothing field. It is a timely area for study as the 
U.S. apparel industry is currently expanding its markets beyond domestic borders. 
Method: 
The ads selected as stimuli are standardized global ads of apparel brands whose target 
markets are young adult females. See the 6 ads attached. A panel of judges selected the stimuli 
to represent conservative and fashion-forward ads, U.S. brands, Korean brands, and models of 
Asian and Caucasian ethnicity. Ads will be shown as color-copied portfolios in a repeated 
measures design format. 
The research questionnaire will measure: ad attitude, purchase intentions, 
product/brand attitude, perceived similarity to model, cultural values, fashion involvement, 
exposure to global media, and demographic characteristics. Both Likert-type and semantic 
differential scales are included. Koreans in the U.S. will translate instruments for the sample in 
Korea. The English version of the questionnaire is attached. 
I will distribute questionnaires and portfolios to convenience samples of 100 female 
students at Iowa State University and 100 female students at Ewha Womans University in Seoul, 
Korea. An attempt will be made to match type of academic majors across the U.S. and Korean 
samples. 
Data-from students at Iowa State University will be collected during April to July 1996 
by administering questionnaires to groups in classes with instructor's permission before 
administration. During May, I will go to Korea to collect data from students at Ewha Womans 
University. After collecting data in the U.S. and Korea, I will analyze data using appropriate 
statistical tests. 
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